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Scheuer AayA: 


It was indeed gratifying to see so many of my friends during 
Market Week and to have them express their appreciation 
for the new Scheuer line of plastic, wood and plastic, and 
wood display fixtures. 

During our many years of service to the display field we 
have continually presented the finest in design and quality. 
priced within the budget of America’s better stores. This 
year is no exception as shown in our new line. 

Scheuer fixtures are the ultimate in quality and utility, possi- 
ble only at the hands of true craftsmen, designed with you 
in mind. 

See the complete Scheuer line and let Scheuer display fix- 
tures help sell your merchandise easier, faster and more 


profitably. 








CREATIONS, INC 


uss «6307 WEST 38+ ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 


SCHEUER 
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“Alice in Wonderland of Toys" Promotion 
inspired by Walt Disney's “Alice in Wonderland”. Re- 


create the magic of this wondrous story book tale through- AZ 
perl 


out your store this Christmas. 





“Frosty the Snowman” 
Promotion 

This well known, lovable 

character will make a real 

hit! Created of wondrous 

new Crystafoam, includ- 

ing mechanical action. 


Available in many sizes. 
We offer you a CHOICE OF 6 
(SUBJECT TO PRIOR SALE IN YOUR CITY) 
ALSO OVER 100 OTHER CHRISTMAS DESIGNS TO CHOOSE FROM 





"Rudolph the Red-Nosed Reindeer” Promotion “Animated Circus” “White Deer” 

tion that's ping the country! Exciting Promotion Promotion Another first! America’s 

+e ional . . . mechanical . . . Will make your Always a favorite ot Magnificence in display! number one favorite 

store number one in your city. Chri - . . Animated Sparkling all-white Cry- among the younger folks 
clowns and animals in stafoam and other new becomes the theme of 

new materials. materials. your store, 


ecstasy 2Ou W. L. STENSGAARD AND ASSOCIATES, INC. 


We Obligation 346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
H Specialists in Merchandise Presentation * Demonstration * Displays * Exhibits 


Pp 
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Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 


VOLUME 59 JULY, ; 1951 NUMBER | 


CONTENTS 


By Gene Moore 
By Adele McAllister . 


A Star Is Born At Bonwit's 
How Jewelry Display Is Handled At S. Kind's 


Los Angeles Reporting By Sally Sherry . 


Mannequin Refinishing: Part | 


By Ernest F. Young 


Planning And Producing Displays For A Great Utility 

By Carl Jackson 
_ Promotions Coming Up! By Louis Gehring 
Colorful Settings Highlight New York Displays By Virginia Roehl 
The Chicago Display Scene By Shirley Ware 


Redesigning The Facades Of Small Stores By Kim Hoffmann and 


Stephen Heidrich 
Market Week Report 
Easily Built, Low Cost Units For The Small Store 
Interior Display Here and There By Michael Scott 
Atomic Energy On Display By Robert Burgin 
Display . . . On And Off The Record 
Editorial 
From Du Louvre 
Santa Comes To State Street 
Trade. Personalities By Jim Tupper . 
Satter's Salutes Communications . 
San Diego Club Has Active Life 
Speakers Stress Results At VMG Sessions 
The Display Parade By Jim Tupper . 


June Award To Pope 
Sasa 
PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI |, 


OUR NEXT ISSUE 


Ernest Young continues his article on 
the repair and refinishing of manne- 
quins in the August issue . . . The dis- 
play operation at The Marston Com- 
pany, San Diego, is the subject of an- 
other feature . . . plus reports on con- 
temporary display in New York City, 
Los Angeles, and Chicago, as well as 
a number of feature articles of timely 
display interest. 


THE COVER 


The cover illustration is one of a 
group of displays used by Gene Moore, 
Bonwit Teller, New York City, to acquaint 
the public with important steps in the 
making of mannequins . . . (Full color 
photograph by Worsinger Studios, and 
shown here by courtesy of The Greneker 
Corporation, both of New York City)— 


OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone Plaza 3-5989. Cleve- 
land Office: J.R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, 
Cleveland 15. Phone CHerry 1-050!. 


SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the United 
States, Pan-American Countries, Philippine 
Islands and Spain; all other $4.00 a year. 
Canadian and foreign orders payable in U. S. 
funds by international money order or New 
York bank draft. Single copies, 30 cents. 
Send all subscription orders direct to the 
publication office at Cincinnati. Changes of 
address must be reported at least two weeks 
in advance of effective date; otherwise missed 
copies cannot be supplied. Entered as sec- 
ond class matter September 20, 1922, at post- 
office at Cincinnati, Ohio, under act of 
March 3, 1879. 


Member 


Audit National 
Bureay of Association of 
Circulations Display Industries 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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FOR ANOTHER © 


"SHINY 
BRiTg: 


CHRISTMAS (CA 





Again this year, it's the country's best value 
in metallic ball ornaments. Year after year 
repeat orders demonstrate conclusively that 
Shiny Brite is the overwhelming favorite. 


Prices On Balls 


Diameter 

ce $3.50 Gross 

ee 9.00 Gross 

24," 12.00 Gross 

254" 15.00 Gross 
18.00 Gross 
24.00 Gross 


- ais these superb, mirror-brilliant balls, 
available in a myriad of iridescent, 
decorator's pastel colors, with glistening 
silver, corrugated, reflector-type caps 

CHOICE OF COLORS: and metallic hooks. You can be sure 
@ Midnight Blue @ Surprise Pink of eye-catching Christmas displays with - 6.50 Doren 
@ Chartreuse @ ShockingCerise _ these superior, far lovelier, versatile ball 10.50 Dozen 
@ Orchid @ Natural Gold ornaments. Avoid inconvenience or TREE TOPS 
@ Turquoise @ Royal Purple disappointment. Place your order now, 514" Long $2.00 Doz. 
@ Coronet Red @EmeraldGreen and be sure of delivery. 9142" “ _ 5.50 Doz. 
@ Fuchsia @ Silver Glow "9,00 Doz. 


FINE SATIN RIBBONS ‘METALLIC FOIL PAPERS 

For Display & Gift Wrapping © Surprise Pink @ Shocking Cerise 
100-Yd. Bolt @ Chartreuse @ Natural Gold 

. 2—7/16" : $1.25 © Turquoise @ Emerald Green 

- 3—54" . $1.65 @ Coronet Red © Midnight Blue 

: sas. He nad @ Silver Glow @ Orchid 

J : 50-Yd Bolt @ Fuchsia @ Light Blue 

. 40—23%4" : 3 00 @ Bottle Green 


. 120—4%4" $4.75 26" Width 
I vailable, that h i 
ond match with the metallic foil  25-Ft, Rolls $ 1.50 
papers and metallic balls. Special 100-Ft. Rolls E $ 5.50 


colors on request. 
300-Ft. Rolls .... 


Zz There's a thousand and one uses for 


es 


Fancy Patterns Available. 


Wrife for sample booklet. [i | 
> for sees bane ART R. COHEN COMPANY 


Member NADI 
Wakeke kel aa) Display Equipment 


810 Penn Ave Pittsburgh 22, Penna. 
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A MODERN MIRACLE! 


_ FAST-DRI INK 


.» dries quickly and permanently 


when printed. 


. «can be left on rollers and ink plate or 


type without hardening. 


Now you can clean up 
your equipment once a week and save 80% of non- 
productive time. You can continue sign printing until 
quitting time and leave your machine without the 
usual 20 to 30 minute clean-up period. Fast-Dri Ink 


and Supplies make this possible. 


@ does not skin or harden in the container. 


@ dries within 3 to 10 minutes, depending on amount of ink 


applied. Permits rush jobs without smudge. 


@ does not set hard on ink rollers, type or ink plate. 


@ wipes off type very readily after use and will not harden if 


left on. 


@ cleans easily with F60 Cleaner even when left on for days. 


@ Fast-Dri Ink goes 45% farther than conventional inks. 
@ applies with composition rollers (not rubber). 
@ available in twelve standard colors. 


@ special shades made to order. 


By the Makers of Line-0-Scribe 





FREE COPIES ON REQUEST 
Line-O-Scribe Sign Machines. 


Booklet 





(] M50 Catalog describing and pricing all models of the 
[) “SALES PROMOTION Thru . . . Contact Advertising” 


~] Color Chart and details of Fast-Dri Ink and Supplies 















...saved me five 
clean-ups this week. 





¥% Write for color chart, description 
and prices. 


THE MORGAN CO. 


3984 Avondale Ave., Chicago 41, Ill. 
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Displays of versatile 


TEKWOOD 


win preferred positions on counters 





Yes, they’re fine attention-getters — displays made of You can paint it...print it...lithograph it—without one 
TEKWOOD. bit of preliminary finishing. 

They’re given choice spots on retail counters everywhere Tekwood is a wood-and-linerboard “sandwich”. Light 
... because they open billfolds and pocketbooks. Boost sales yet strong. Extraordinarily durable. Won’t shatter, splinter 
and profits. or split. 

What can you do with Tekwood? And it is low-cost! 

As far as your color requirements are concerned: we can 
match any color you specify on orders for 50,000 square 
You can form it ...even around short radii. feet or more. 


You can score it and partially cut it ... which makes it So, get all the details about Tekwood to help your prod- 
self-hinging. uct counter attack for greater sales and profits. 


Mr. Manufacturer, what can’t you do! 


UNITED STATES PLYWOOD CORPORATION 


55 West 44th Street, New York 18, N. Y. 
Manufacturers of Tekwood and Weldwood® Plywood 


Tekwood is a patented product—U. S. Pat. No. 1997344 





Christmas is both new and old at DECORATIVE. 
We have taken the traditional symbols of the holiday 
season and fashioned them into fresh and charming 
display pieces by means of a new approach. 


For example, basic Christmas treatments such as the 
tree, wreath, Santa Claus and others retain their 
old-fashioned, familiar character yet are given a new. 
modern interest. 


See these distinctive holiday creations at our show- 
room or have our representatives show them to you. 


_ Cecelia tare 


CORPORATION 
136 WEST 24th STREET, NEW YORK II, 
WAtkins 4-4405 








On the front cover of this issue is one of the 
5th ave. windows of Bonwit Teller where the 
theme “A Star Is Born” showed the birth of 


Greneker fashion manikins from model to clay 
to finished perfection. 
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Showcard Machine Model B. 
There are models for every re- 
quirement, each one backed by 
a sweeping 5-year querantee. 





We haven't really tried to set these words to music. But they 
have made the display man’s hit parade. 

Day by day these two important facts are becoming clearer. 
First: Merchandising trends are definitely toward the use of 
more signs, showcards and window streamers. Second: For that 
job, nothing else matches the combination of speed, economy 
and versatility you get in Showcard Machine. 

These are not just our opinions. They represent the considered 
judgment of so many of the country’s leading merchandising 
and display men. 

If you haven't yet explored the possibilities of Showcard 
Machines, don’t wait longer. Why not write us for the full 
story, today. 


Before you invest... 
INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 








Ask Users like— 2 


Jordan Marsh Company, Boston, Mass. 


Kline’s, Inc., St. Lovis, Detroit and 
Wm. Filene’s Sons Co., Boston, Mass. i i 


Cincinnati 





and Branches 


Strawbridge & Clothier, Philadelphia, Penn. 


N. Snellenburg & Co., Philadelphia, Penn. 
Hochschild, Kohn & Co., Baltimore, Md. 
Sears, Roebuck and Co.—over 500 stores 
J. C. Penney Company, Inc.— 

over 500 stores 
Wolf & Dessaver Co., Fort Wayne, Ind. 
The J. L. Hudson Company, Detroit, Mich. 


Crowley, Milner & Company, Detroit, Mich. 


Hughes & Hatcher, Detroit and Pittsburgh 


Scruggs Vandervoort Barney, St. Lovis, Mo. 


Boyd, Richardson Co., St. Louis, Mo. 


B. Lowenstein & Bros., Inc., Memphis, Tenn, 


The May Company, Denver, Baltimore 
and Los Angeles 

Sam Shainberg Dry Goods Co., 

"Memphis, Tenn. 

M. Lichtenstein & Sons, 
Corpus Christi, Texas 

Sattler’s, Buffalo, New York 

Bond Stores, Inc., Francisco, 
los Angeles and Detroit 

Broadway Department Stores, Inc., 
los Angeles, Calif. 

Bullock’s, Los Angeles, Calif. 


Pauson & Compony, San Francisco, Calif. 


Montgomery Ward—26 stores 


- and hundreds of others 
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YES! EIGHT 
GARMENTS 
DISPLAYED 
ON A SINGLE 
STAND... 


(Never before such a space-saver extraordinary! Mag- 
nificent! Displays 8 garments . . . at one time! Seasonal 
numbers shown to their best advantage . . . in full color 
range. Unbelievable? Not with Display All . . . Greatest, 
Handiest, Display piece ever to come your way. Marvelous 
in your windows, on your selling floor, or on counters. 
Anything that can be hung on a garment hanger can be 
dramatically displayed. Terrific, too, for a host of other 
items — Handkerchiefs and Scarfs! Umbrellas! Necklaces! 
Find out for yourself! Find out how Display All helps make 
your cash register ring . . . Ring up more sales than ever 
before. Order this fabulous plastic sales aid now! Today! 
Display All of 1001 uses! Satisfaction? Guaranteed! 
Delivery? Immediately. 


DISPLAY MORE! SELL 
Do it the easy way with... 
DISPLAY ALL! 


Blouses 
| Sweaters 
Dresses 
Slips 
Negligees 
Rain Coats 
Kiddie Wear 
Satan 
Mens Wear 
laledateloXels hs 


ff 
ig 


Slacks 


Umbrellas 

Necklaces 

allan 

Pajamas { 
Bathing Suits 
Housecoats 


Slacks 


Skirts 


“AN 
2 o, 
7 .¥ 
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#150 DISPLAY ALL 

Luxurious! Extra thick Crystal Clear 
Plastic . . . Precision made to fit any 
stand, large, medium or small. That's 
Display All! The newest, finest most revo- 
lutionary Display Piece ever created to sell 
merchandise . . . easier and faster! Chip, peel, 
crack, discolor? Never! Impossible! Heavy 
Duty, Display All gives a Lifetime of Service 
for next to nothing. 


MORE! 


mS 
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{ Kiddie Wear 


Shirts 


DISPLAYS 


ALL... 
BETTER 


$425 ° 


only 


Less than six at $1.50 each 


each 
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Blouses 
Sweaters 
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PCAN MRR CE eS 


WM. LOWE 
Display Director— 


eer’s 
Came to Heer’s from Allied 
store in Akron, Polsky’s. 
Served 3 years in Armed 
Services in the camouflage 
division, With Heer’s past 
3 years. 


PAUL NILES 
Display Director— 
Golden Rule, St. Paul 
Noted for high fashion win- 
dow treatments. Has been 
with Golden for 15 years. 


DISPLAY WORLD 


Heer’s—Springfield, Missouri 


“This shows what can hap- 
pen in dealings between the 
right kind of company and 
the right kind of commu- 
nity.’ 

B. EARL PUCKETT, 
Chairman of the Board, 

ALLIED STORES. 


JULY, 


0. R. REYNOLDS 
Advertising & Promo- 
tion Director—Heer’s 
Associated with Allied for 
the past 18 years. Formerly 
with Joske’s of Texas and 
Pecks of Kansas City. Has 
been with Heer’s past 4 

years. 


s 

RUDOLPH WAGNER 
Display Division, Allied 
Stores Corp., New York 
Prior to coming to Allied, 
Wagner was display direc- 
tor of several large stores 
in Europe, including those 
in Brussels, Paris and Ant- 
werp. 


1951 





Truly the magnificent Heer’s store in Springfield, Mis- 
souri, is the result of the teamwork of the great Allied 
organization. The dynamic leadership of F. W. Me- 
Clerkin, Obe Reynolds and William Lowe was aided 
and assisted by all the resources and rich experience of 
the entire Allied chain. Men of vast experience and 
ability, such as Paul Niles of Golden Rule, Rudolph 


Wagner of New York and a host of others, made pos- 


sible an opening which Heer’s celebrated by doing the 


Patsy Long at the new Printasign machine. 
Heer’s completely re-signed their entire 
store for the opening. 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. * CHICAGO 5, ILL. 


biggest day’s volume in the stere’s history. 
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W-90—Plain Toe << IM STOCK = for 
W-93—Three Toe IMMEDIATE DELIVERY 


Heel Heights Yes, it’s true—-you can now get genuine Fairy Forms for only $1.50 
A-0/8”-4/8” D=13/8”-16/8” a pair—and your order will be shipped immediately. 
B-s/8”-8/8” [E-17/8"-20/8” Don’t let this sensationally low price fool you. These are not the 
C-9/8"-12/8" Fe21/8"-24/8” stiff, brittle, hard-to-use forms that you associate with this price. These 

seine Ge Ginter are genuine Fairy Forms—flexible, durable, beautiful and easy to use. 
Spactly wumiher st pelts Made in flesh color, women’s size 41/2, in choice of two toe styles and 
icmncten: wank tae height. six heel heights. Minimum order six pairs. RUSH YOUR ORDER 
Example—36 pr. W93E TODAY. 


“wires SHOE FORM CO. INC. AUBURN, N.Y. — 7 


IN CANADA: United Last Co., Ltd., Montreal, P. Q. D 











Please rush our order for: Also please send catalog on () shoe forms () hosiery forms 
Quantity Form No. Heel Height Firm 








By 




















| Address 
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HUNDREDS who have entered 


Join the 


JULY, 1951 


DISPLAY WORLD'S 


SECOND ANNUAL INTERNATIONAL 


DISPLAY CONTEST 


The success of the 1950 contest is best indi¢ated by the more than 
2,500 entries which were received from all over the world.. We are 
confident that the recognition of the world's finest display skill 
offorded by this contest will have a definite influence in obtaining 
more attention to the importance of display in retail merchandising. 
This Second International Display Contest — with 309 awards — 
will continue to prove an incentive to still better display throughout 
the world and to reward outstanding displaymen with tangible 
evidence of their ability. It is our belief that this recognition of 
meritorious work will benefit the entire profession, and we view it 
as one of our obligations to the field we serve. All displaymen are 
invited to participate. There are no restrictions. 

Top awards will be beautiful gold, silver and bronze plaques, and 
there will be gold, silver and bronze medals presented in each of 98 
classifications covering every type of merchandise. In addition, a 
gold medal will be awarded each month for the best display entered 
in the contest during that month. Thus there will be a total of 
309 awards. 

Every displayman, no matter where, is invited to participate in this 
contest. There are no strings attached, no entry blanks, no slogan- 
writing; nothing is required but good ry fm Read the rules care- 
fully and get your entries started today .. . and keep them coming. 
The more entries submitted, the better your chances for interna- 
tional recognition. 


CLASSIFICATIONS 


|. Women's and Misses eve- . Yard goods. . Florist dispaly. 


ning wear 


Women's dresses. . Linens, bedding. 70. Optical goods. 


. Notions. a. Photographic equipment. 


Women's sportswear 
Women's coats, suits 
Furs. 

Brida! display 

Lingerie. 

Millinery. 

Women's footwear 
Women's hosiery. 
Handbags, umbrellas 
Women's gloves. 
Jewelry. 

Women's handkerchiefs 
Corsets, surgical garments 
Women's bathing suits 
Cosmetics, perfumes, etc 
Children's apparel. 
Children's footwear 
Children’s hosiery 

. Infant's wear. 

. Men's clothing 
Men's shirts. 

. Men's neckwear 

. Men's hats. 

. Men's shoes 

. Men's socks. 

. Men's underwear. 
Men's swim suits 
Men's sportswear. 
Men's toiletries. 

Men's robes. 
Men's evening wear. 
Men's gloves. 


Furniture. 
House furnishings 
Paints. 
China, glassware 
Silverware. 
. Toys. 
. Luggage. 
. Athletic equipment 
Musical instruments 
. Radios, television sets 
. Gift novelties. 
ks. 


50. Stationery. 


Greeting cards. 

. Drugs 

. Tobacco, smoking 
equipment. 

- Groceries. 

. Candy. 


56. Liquor, other bottled goods 


Refrigerators 
Ranges. 
. Laundry equipment. 
. Lamps. 
. Electric and gas appliances 
Vacuum cleaners. 
. Kitchen equipment. 
. Garden tools and 
equipment. 
. Hardware. 
. Automobile showrooms 
. Automobile accessories 
and equipment. 


71. 
72. 
73. 
74. 
75. 
76. 


77. 
78. 
79. 
80. 
BI. 
82. 


83. 
84. 


85. 


86. 
87. 
88. 
89. 
90. 
9. 
92. 
93. 
94. 
%. 


9%. 
97. 


Exhibit booth. 

Exhibit display. 
Institutional display. 
Civic display. 

Christmas interior. 
Christmas facade and 
marquee. 

Christmas window display. 
Floats. 

Showcards, pen-lettered. 


Showcards, machine-lettered. 


Showcards, hand-lettered 
Banks and other service 
institution display. 

Travel display. 

Animated display, interior. 
Animated display, window. 
Coenen display. 
Valentine Day display. 
Easter display. 

Mother's day display. 
Cotton Week display. 
Father's Day display. 
Independence Day display. 
Lene ea Day display 
Style setting. 

Interior "'shops"’, such as 
“Town & Country", ''Bud- 
get", etc. 


National advertiser's display. 


National advertiser's display 


unit. 
98. Miscellaneous. 


Mail Your Entries to Contest Editor 


DISPLAY WORLD. 


CINCINNATI, 


fg ERS Y WORLD 
AY, WORLD 


\ ,5 WAL DiSPLAY CONTEST 





. Any displayman in the world may enter this contest. It is 
not Y a subscriber to DISPLAY WORLD. 
. All entries must be of displays installed during the year 
1951. 
. Entry is by means of one or more rey black-and- 


white glossy inches in size. 
As many entries may ‘be made as desired. No entries will 
returned. 





. Each photograph must be clearly marked on the back with 
the name of the entrant, store, city, and contest classifi- 
cation. 2 Jones, Dexter & Sons, Kansas 
City, Mo. Classification No. 74”. 

. All entries become the property of DISPLAY WORLD. 

. All entries must 4 sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1 

. Entries may be submitted at any time. All entries re- 
ceived during a given month will be judged for the 
monthly gold medal award for the “Display of the Month”. 
The contest ¢ December 15th, 1951. 

. The entry judged best in its classification will receive 3 
points and a aold medal; second best, 2 points and a 
silver medal; third best, 1 point and a bronze medal. The 


entrant who receives the greatest total number of eo 


ber of points will be awarded 
. Each photograph entered will be eligible for only one 
classification. 


. Judging for the annual awards will be done by an out- 
standing board of well-known display authorities. ‘Their 
decisions will be 


- Judging for the - "Display of the Month” gold 
medal award will be done by the editorial staff of DIS 
PLAY WORLD. Their decisions will be final. 

- In case of a tie, duplicate awards will be made. 


OHIO 





Stuclio 
Fashioned 


because she must be 
different 


The result of an ideal 
cooperation between the 

inspired artist and 
the skillful patient studio 


craftsmen who bring fashion 


oe 


to life, in every detail, 


TRE GS GI eon eye ny 





from wig to toe. 


“ato % oe 


Your Korrect-Way distributor 
has complete details. 
Write or call him today. 


Studio Fashioned (| iY) ( 0 
G ()f MANIKINS 


Created by KORRECT-WAY DISPLAYS 


Div. of AMERICAN FIXTURE & MFG. CO. * 2300 LOCUST ST. « ST. LOUIS 3, MO. 





id ROL C MNCL NEN EW HARA 
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‘Have you checked 
your “sales pulse” lately? 


... We Have—With 1,290,000 Customers! 


Available — Report No. 2 — the second in our Visual Merchandising 
Research Series. The results of a nation-wide study of 
display, covering 1,290,000 customers — believed to be the 
largest sampling group in any marketing research. 


Varied merchandise was used in 58 test windows in a 
store in each of twelve cities. This 128 page bound volume 
is fully illustrated and gives complete details on traffic, 
readership and sales effect. 


Sales increases from 18 to 67% were obtained during this 
study, by the use of displays of merchandise totally 
unpublicized in any other way. The ability of display to start and 
sustain sales was conclusively proved! Check your own 
“sales pulse” against these records. Send coupon below 
for your copy of Report No. 2 — or if you haven't seen 
Report No. 1 — send for both, $5.00 per copy. 


MAIL COUPON TODAY! 


National Association of eg Industries 
203 N. Wabash, Chicago 1, Illinois 


Please send me .... copies of N.A.D.I. Visual Merchandis- 
ing Research Series Report No. 2, at $5.00 each. Enclosed 


is my check for $ 


PROGRESSIVE 


NATIONAL ASSOCIATION 
of DISPLAY INDUSTRIES 


203 No. Wabash MERCHANDISE Chicago 1, IIMinois DOR actif ciees ss sees, State 
PRESENTATION eeeeeueeeweeneaea st 


Address 
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BIGGEST SANTA CLAUS PARADE IN CHICAGO'S HISTORY! 


made by SILVESTRI ART MFG. CO. AND FINISHED COMPLETELY WITH 


DIP IT! : 
DRAPE IT! PACKED IN 25 YD. 
AND 50 YD. ROLLS 
SHAPE IT! 


CAST IT! : COLLOID TREATED FABRIC 


Silvestri Art Mfg. Co., Chicago, made the largest parade 
float ever shown in Chicago. The float was almost one 
block long, led by eight golden reindeer. Each reindeer 
was 18 feet long made of papier mache, then completely 
covered with 


Silvestri Art Mfg. Co. also made 86 enormous figures from Mother 
Goose. The figures are 20 feet in height, cast in plaster and 
completely covered with “Celastic”. 


Closeup of one of the 86 fig- 
ures, 20 feet high, which were 
mounted on lampposts along 
nine blocks of State street. 
Each figure is completely cov- 
ered with 


COLLOID TREATED FaBRiC 


| : MAKE IT FASTER! MAKE IT LIGHTER! 
| MAKE IT STRONGER! MAKE IT WEATHERPROOF! 


with ‘“Celastic’’... dries in 20 minutes. 


WRITE TODAY FOR DETAILED LITERATURE . . . IT'S A DISPLAY MUST! 


B ll CMF : NATIONAL DISTRIBUTORS — U.S.A. AND CANADA 
Z DISPLAY AND ALLIED INDUSTRIES 
en alters Inc. 125 WEST 26TH STREET, NEW YORK CITY 1 


rade mark of the Celastic Corp. 
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FOR CHRISTMAS 


Writs for Pictures of Our Complete Line 


N 9 COLORFUL ans oo 
a 


momen Spee Aner ee Ama Ata 


G 506— Gnome in right hand corner bends back and forth as 

though driving Reindeer. Santa Claus bends from waist back Santa Trimming Christmas Tree 
and forth. Gnome in foreground is trying to hold Reindeer and (597 Santa Claus moves his head from side to side and the 
moves from side to side while Reindeer bucks. Gnome with aim raises up and down as though trimming the tree. Rocking 
the package bends to the right as though overloaded. Gnome in forse rocks back and forth. The Panda wags his head from 


the sleigh appears to be reaching down to help him. side to side. Bov on side curtain and girl on other have heads 
SIZE—48” wide, 33” high and 5” deep. Printed in eight brilliant peeking from behind curtain. 


colors on 80 point board. Has six figures in animation. COST SIZE—48” wide, 33” high and 5” deep. Printed in eight sealers 
F.0.B., our factory, $37.50. on 80 point stock having five figures in motion. COST—F.O.B., 


Loading Santa’s Sleigh our factory, $37.50. 


G 506 - G 507 - G 508 
Sturdily constructed in 
wooden shadow box 
frames. All displays 
are activated by the 
Dependable Patented 
Gregory Motor ready to 
plug into 110 volts, A.C. 
or D.C. They are packed 
in heavy duty shipping 
cartons, 


“The Night 
Before Bell Display 
G 508 — SIZE—24” wide, 1914” ~~. and > ay — in 
79 eight beautiful colors. Three metallic cardboar ells swinging 
Christmas back and forth alternately; not in unison. COST—F.O.B., our 


factory, $15.00, 


No. G505 — This very attractive display is 29” wide and 48” high. The net weight is around nine pounds. It is printed in eight 
brilliant colors on heavy cardboard and mounted on a wooden frame to prevent warping. The wooden frame also portects the dis- 
play in transit. The subject matter is very appealing. The children are looking up the chimney watching for Santa to come down. 
The motion is Santa Claus listening at the chimney with his hand to his ear bending close to the chimney and then forward again 
as if in doubt that he heard a noise downstairs. 


The cost for this display with motor attached ready to plug in is $15.00 F.0.B. Brooklyn. 
FOR CANADIAN PRICES CONSULT WALTER DICKINSON & CO., LTD., 184 BAY ST.. TORONTO, CANADA 


GREGORY MOTORS Ine.  iicontin'. new von 
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DECA POLES Reduce Bamberger’s Display Costs 
by Saving Time, Labor and Money 


Ever since he first incorporated “Module Type” Deca 
Poles into his display program over a year and a half 
ago, Robert McCorkle, Display Director, Bamberger’s, 
Newark, N. J., has been enthusiastic over Deca Poles’ 
time, labor and money saving qualities. Mr. McCorkle 
estimates that every pole he has paid for itself in terms 
of time, labor and money costs saved the very first time 
it was put into service. Ample reason why the display 
department at Bamberger’s is well on its way to owning 
400 Deca Poles, all in virtual constant use. 


Pictured on this page are two of the many Deca Pole 
displays erected as a part of a Bamberger’s early summer 
promotion. These displays, from the “We're Ready for 
Summer” promotion which opened in May, are supported 
entirely by “Module Type” Deca Poles. Look at the 
illustrations carefully. Imagine the time and labor in- 
volved in fitting wooden poles to the ceiling and in 
piecing together the disk and “deck” assemblies if Deca 
Poles and Deca Pole fixtures had not been used. More- 
over, once the wooden poles had been cut to size, they 
would be useless in any other display. Here is con- 
clusive proof that you can erect eye-catching displays at 
a savings in time, labor and money with “Module Type” 
Deca Poles. 


Plan 


now to use Deca Poles in the coming season’s displays. 


Order a Deca Pole 
“Store-Test” Set Today! 


The best way to measure the value to you of the new “Mod- 
ule Type” Deca Pole is to “store-test” it in your own dis- 
play department. To help you do this, we have prepared, 
as a package unit, two Standard “Module Type” Deca Poles 
with an assortment of accessory fittings sufficiently complete 
to enable you to fully explore the possibilities of these 
dramatic display props at a relatively small cost. The com- 
plete set consists of: 


2—MS-36—Standard “Module Type” Deca 
Poles to accommodate ceiling heights 
from 31 in. to 12 ft. 6 in. Price, each 
2—MS-34-S—Card or Frame Holders. 
Price, each 
2—MS-35—Face Plates without Flange. 
Price, each ‘ 
2—MS-39—Face plates with Flange. 
Price, each... : 
2—MS-33—Drapery Clips. Price, per dozen 
2—MS-38—Pole Clamps. Price, each 
2—MS-32—Batten Brackets. Price, each 
2—MS-3i1—Picture Hooks. Price, per dozen 


Total 16 pieces, all in ice blue baked enamel finish. 
for the complete “Deca Pole Store Test Set” 


$39.95 ©0.8. sr. Louis 


To accommodate ceiling heights over 12 ft. 6 in., 
in. modules are available at $2.75 each. 


Take advantage of these money saving features. 


Price 


extra 30 


a EM 


This clever nautical display atop an otherwise unused ledge between two counters was erected 
with “Module Type” Deca Poles. Three Deca Poles used as “masts” in the display form 
the only supporting element for the entire unit. The “deck” holding the mannequin as well 
as other elements of the display supporting the spars, rigging, net and sails are all held securely 
in place with Deea Pole fixtures. Notice how the Deca Pole in the center easily and securely 
supports the weight of the mannequin. 


Another of the “We're Ready for Summer” displays erected with “Module Type” Deca Poles. 
Three Deca Poles stand firmly between the ledge top and ceiling to support the entire display. 
Other supporting elements of the display, including the “‘deck’’ holding the mannequin, are 
held securely in position by Deca Pole fixtures. Here is an excellent example of how Deca 
Poles can be worked into the design of the display without sacrificing any of their utility as 
supporting members. 


For Complete Information and Prices, Write for Picture Packed Circular No. 13D 


GARRISON 


2018 WASHINGTON AVENUE 


-WAGNER CO. 


ST. LOUIS 3, MISSOURI 
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—In a recent series of displays, Gene Moore 
showed the public important stages in the 
construction of a mannequin .. . Left, photo- 
graphs of Mary Sinclair, TV star, who posed 
for the figure, and the finished clay head on 
the model stand . . . Lower left, the armature 
in place . . . Lower right, the roughed-in 
figure in clay— 





ford, Joan Bennett and _ several others. 
Sometime later I found out that these fig- 
ures were made by Cora Scovil. 

To me they were very exciting and differ- 
ent, in spite of the fact that they had 
strange, shapeless, stuffed fabric arms and 
hands, with long red finger nails glued to 
the finger-tips. It was something like hav- 
ing a whole bunch of visiting movie stars 
in the community, and that of course would 
really be something in a relatively small 
Southern city. From that moment on I 
never failed to look at those windows every 
week although I certainly had no idea at 
that time that I would ever have any con- 
nection with mannequin design, as a num- 
ber of retail dispilaymen now do. 

Many times I have asked people not con- 
nected with the display field if they had any 
idea of the work that goes into the concep- 
tion and making of a mannequin. I found 
that they had no conception about how they 
are made or of the importance of the man- 
nequin in the displays they see every week. 
It is not that I want the figure on which 
the apparel is shown to stand out like a 
sore thumb, but somehow I have always felt 
a slight resentment towards having them 
looked at as mere “dummies”, a word which, 
fortunately, has vanished from the display 
lexicon. I feel this way because I have 
always used real people as the models for 
mannequins I have designed and these peo- 
ple are chosen for something more than just 
their beauty of face. They must look in- 
telligent, be able to wear clothes well, and 
be adaptable to everything from bathing 


A Star Is Born At Bonwit's 


By GENE MOORE 
Bonwit Teller, New York City 


ELIEVING that the “stars” of window 

displays throughout the country have 

gone unnoticed for too long, I decided 
to do a set of windows informing the public 
exactly how a mannequin is made, thereby 
making them mannequin-conscious for at 
least one week and with the hope that it 
would carry over into the future. 

I well remember the first time I became 
mannequin-conscious. It was back in 1934 
in Nashville, at which time I was working 
in the display department of a large shoe 
corporation and factory. Here my only con- 
nection with display was covering panels 
and doing silk screen cards which were sent 
to stores throughout the country. All of 
this was for the magnificent sum of $12 a 
week, but I did have Saturday afternoon off, 
which I usually spent window shopping. One 
Saturday afternoon I happened to see in a 
ladies ready-to-wear shop some mannequins 
with faces that had been copied from movie 
stars. There were Greta Garbo, Joan Craw- 
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suits to evening clothes. I have used some 
of the top fashion models for several sets 
of figures, and it naturally goes without 
saying that they have everything it takes to 
sell and show clothes. One of the most 
interesting models that I used for a set 
of mannequins was Vivien Leigh, the movie 
star. I had worked with a photographer on 
doing a series of photographs of Miss 


Leigh when she was in New York City and 
I was so impressed with her unusual eyes 
and subtle modeling and bone structure that 
I immediately realized that a wonderful 
mannequin could be made with her features. 

But sometimes it is not always as easy 
as that, as there may be no particular model 
at the moment who has the “look” that you 
might be trying to achieve. The model used 
for the mannequin in this particular set of 
windows that we did recently was Mary 
Sinclair, a top television star. I had seen 
Mary Sinclair twice — once on the street, 
and again at a nearby table in a restaurant 
where I happened to be lunching one after- 
noon, and I was struck by her beauty and 
style. I had no idea, at the time, as to 
who she was and since I am not the type of 
person who will casually walk up to some- 
one and introduce myself it was not until 
some months later, and quite by accident, 
that I finally met her through a photogra- 
pher friend who happened to be doing some 
photographs of her. I was a little doubt- 
ful about asking such a busy person to pose 
for a mannequin and was certainly very 
pleased when she accepted and showed so 
much enthusiasm over the whole idea. She 
was a wonderful model and those working 
with her found her more than cooperative. 
She arrived promptly each day, and even 
went so far as to arrange all her other ap- 
pointments so that the sculptor was never 
kept waiting around for her. 

Working in collaboration with The Gren- 
eker Corporation we chose the most im- 


—Directly above, the fourth step—the fin- 


ished clay figure . . . Right center, the clay 
figure in the mold . Upper right, the 
plaster cast from the first mold, ready for 
any corrections . . . Immediate right, various 
steps in wig making . . . Extreme right, make- 
up is applied to the mannequin's face— 
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portant steps in the making of a mannequin. 
We selected the most important stages be- 
cause we were limited to just eight windows. 
Using the caption in our copy “At 
Bonwit’s A Star Is Born—Bonwit Stars 
Pink”, the following planning and construc- 
tion steps were shown in our windows: 
The first window: The photographs of 
Mary Sinclair in various poses, along with 


the finished clay head on the model stand. 

The second window: The wire armature 
twisted into shape and ready for the sculp- 
tor to start with the clay. 

The third window: The roughed-in figure 
in clay. 

The fourth window: 
figure. 

The fifth window: The clay figure in the 
mold, with part of the mold cut away. 

The sixth window: The plaster cast from 
the first mold, ready for any necessary cor- 
rection. 

The seventh window: 
in the making of wigs. 

The eighth window: The make-up of the 
mannequins’ faces. 

The merchandise that was chosen to go 
with these windows was not picked for any 


The finished clay 


The various steps 





particular tie-in with the theme. I believe 
that no matter what merchandise was shown 
it would have sold just as well as did the 
all pink apparel which we used. The pink 
looked well with the natural clay color of 
some of the figures showing the processes, 
and, as usual, it was flattering on the man- 
nequins. (However, all this may boil down 
to the fact that pink is my favorite color for 
women.) 

Working on several sets of mannequins 
each year is very absorbing and stimulating. 
However, after one set is completed one 
always has the feeling that they could have 
been better. I still look forward to the day 
when figures can be made to stand without 
the aid of a rod and base, and I keep that 
problem tucked in the back of my head hop- 
ing for some solution. I also believe that 
some new finishes can be worked out which 
will be more interesting than the old ones. 
For several years now I have experimented 
with make-up on mannequins and I now 
know that any hard lines on an immobile 
face are not good and that the softer and 
more vague the make-up the better. Wigs 
have also taken a turn for the better. There 
was no reason for the hard lumps at the 

[Continued on page 63] 
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How Jewelry Display Is Handled 


r ‘1 me there is nothing more fascinating 
than jewelry display because it is my 
job to entice, through the medium of 

attractive displays, thousands of people 

to stop and look at the merchandise in the 
windows of S. Kind & Sons. 

Located on Chestnut street near Broad, 
in the heart of Philadelphia’s finest shop- 
ping district, this establishment is con- 
sidered one of the most modern and beauti- 
ful jewelry stores in the country. The firm 
was established in 1872 and after 79 years 
the business is owned and managed by three 
members of the third generation. Mr. Oscar 
Kind, Jr., president, is one of the two certi- 
fied gemologists in the retail business in 
Philadelphia. 

About 13 years ago, upon moving west- 
ward two blocks, Mr. Kind decided that a 
really modern jewelry store should have a 
full-time display director whose job would 
be to create attractive displays with a com- 


plete change of presentation ideas and mer- 
chandise every two weeks. 

In 1949 the store was completely reno- 
vated, redecorated and enlarged somewhat 
to include a sterling room and a fashion 
jewelry department. The establishment now 
occupies four floors and employs about 100 
people. The front of the store got a com- 
plete face lifting by replacing frosted glass 
and bronze with smooth white stone, three 
stories high and with no windows above the 
display windows. This was done to conform 


left, back- 


—For the opal display, 
ground curtain and flooring were in aqua 
silk, with the draped material of coral silk 
velvet; the ballerina was in gold; jewelry 
forms were covered in beige silk bengaline... 


upper 


Upper right, background curtains of rose; 

flooring, white silk; draped material, spring 

green velvet . . . Below, background, aqua 

silk; flooring, white pebble brocade; drapes, 
white satin— 


in architectural design with one of America’s 
most modern all-glass-front bank buildings 
which Kind’s store adjoins. Large glass 
doors permit the public to get a glimpse 
into our beautiful interior, 150 feet deep 
and 50 feet wide, which is decorated in a 
pleasing and attractive color scheme using 
aqua, rose, gray and maroon. 

The main window to the left of the en- 
trance is 18 feet long, 40 inches from the 
sidewalk level and with a 40-inch height 
for background display units. The actual 
depth of the window is 30 inches but is 
reduced to 22 inches working space because 
of the curtains and the double shatter- 
proof glass which is required by insurance 
laws. In this window diamonds, watches 
and karat jewelry are shown. To the right 
of the entrance is a 6-foot window which 
is used to display sterling silverware. The 
large sweeping curve of this window con- 
nects with a somewhat narrow 11-foot win- 








At S. Kind’s 


dow (part of the store entrance) in which 
costume jewelry is shown. 

The somewhat severe appearance of the 
front is greatly softened by an 18-inch gold 
satin valance which is flush with the win- 
dows. The backs of the windows are draped 
with pinch-pleated silk curtains, hung with 
a pull-cord arrangement so that salespeople 
have ready access to the area. There are 
three sets of these draperies—rose, aqua 
and beige—which are changed according 
to the seasons. 

Unlike other merchandise, often sold 
with emphasis on timeliness, good jewelry 
is not subject to extreme style fluctuations. 
Its permanent value and true beauty should 
be stressed and this, I feel, can be done 
only by using lush silk fabrics, the finest 
quality flowers and other materials associ- 
ated with luxury. 

The general over-all picture of the jewelry 
window at Kind’s must be beautiful and 
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attractive enough to invite the passerby to 
slow down and enjoy the show. 

With each display change a continuity of 
color design or theme is carried out in all 
five windows. For example, when we had 
a special pearl display using a lovely mer- 
maid as the chief prop in the main jewelry 
window the idea was carried over to the 
silver window by using the sterling pattern 
“Romance of the Sea”. 

A bizarre display in which items clash 
with each other or fight for attention does 
not accomplish really good results. On the 


—Top left, background curtains and flooring, 
beige silk; draped material, black velvet; the 
scarab unit was 27 inches high . . . Right, 
background curtains, beige silk; flooring, 
white satin shell brocade; draped material, 
aqua satin . . . Below, aqua silk curtains 
were used for the background, white satin 
brocade for the flooring; all flowers were 
lily-of-the-valley— 





By ADELE McALLISTER 
S. Kind & Sons, Philadelphia 


other hand, a colorful, attractive display 
with beauty appeal and carefully selected 
and arranged items can crystallize the aver- 
age person’s dreams of possessing beauti- 
ful jewelry or silverware. 

The color of the gemstone to be featured 
in the gold jewelry section is the most im- 
portant thing to me when thinking up back- 
ground ideas. Those which are birthstones 
must be shown during a particular month. 
The season of the year, the design and 
style of the jewelry and the occasion to be 
remembered come next in importance, in 
that order. 

Each season, as new colors are highlighted 
in fashions, I have a new opportunity to 
display certain jewelry that looks best with 
these colors, thus tying in with fashion 
themes. 

Color, therefore, is the first element the 
onlooker “feels” even before recognizing 

[Continued on page 66] 
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HE time for “Grads, for Brides and 

Dads” arrived in Los Angeles windows 

on the usual schedule, of course. Dis- 
playmen started off the summer by honoring 
the graduations, the weddings, and the 
fathers of the families with appropriate 
gift and fashion suggestions. 

Bill Meissner, display director of Ohr- 
bach’s, Inc., presented a bride in the tra- 
ditional white with a bride’s maid in pink 
holding dainty flowers. (Not illustrated.) 
On either side of the mannequins, blue string 
was stretched taut from ceiling to floor 
and hung with pink plastic flowers — very 
fragile and dainty, and picked up by the 
bouquet of the bride’s maid. Meissner 
tied in an Ohrbach lingerie window (first 
illustration) with the bridal display, using 
the same delicate pink throughout and 
similar pink plastic flowers. Cut-out script 
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—At the left and directly below are two dis- 

players by Bill Meissner, Ohrbach's . . . The 

display of men's wear is by Harold Kelly, 
Desmond's— 


pajamas, slippers, shaving lotion, cologne 
and other gifts were shown with price cards. 

White wrought-iron fixtures and cool 
green ferns saluted summer in Harold L. 
Kelly’s windows at Desmond's. Theme of 
the display shown in the third photograph 
was listed on a large card reading, “First 
in Fashion! First at Desmond’s! ‘Forest 
Fern’ in Townway Suits, backed by Des- 
mond’s 88-year reputation for quality and 


ry 


style leadership! 


Los Angeles Reporting 


By SALLY SHERRY 


in pink, pasted on the backwall, read sim- 
ply: “Lovely Lingerie”. Pink nylon mer- 
chandise and price cards were lighted from 
the flash glass overhead. 

Meissner’s Father’s Day gift suggestions 
were displayed on a grained-wood shelf 
suspended by brass chains (second photo 


graph). Two mannequins in pajamas and 
maroon and purple robes stood in back of 
the shelf. A wood sign above them, also 
suspended by brass chains, read “June 17th 
... Father’s Day.” The reader said, “Give 
Dad a real boost on Father’s Day with a 
gift from Ohrbach’s Men’s Shop.” Robes, 


Four mannequins in gray gabardine suits 
against a soft green backwall were spot- 
lighted along with window cards held up by 
plastic fixtures; the cards read: “There are 
gabardines and gabardines, but none like 
these at this price!” Striped regimental 
tie material was draped and folded ties 
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were shown with all the suits, and among 
the ferns. A white wrought-iron wheel- 
barrow upheld one shirt form and accessory 
gift suggestions. 

Gordon Butcher, display director of Mill- 
iron’s, displayed zipper brassieres by Melody 
with a suspended cut-out bar of music and 
treble clef sign with the word “Melody” 
in script, also cut-out, across the bar. It 
was lighted so that the design cast shadows 
on the backwall. The merchandise was dis- 
played on busts and torso forms and Melody 
boxes were also given a prominent place 
in the window. 

T. W. Floers, director of display at W. & 
J. Sloane, Beverly Hills, had “Something 
old, something new — something borrowed, 
something blue” in his recent windows. 
The slogan was: “The time for brides 
to turn to Sloane’s.” Smoky antique mirror, 
with lots of gold mottled in it, and soft 
blue walls and carpets formed a_ perfect 
background for highlighted pink and white 
crystal chandeliers and wedding gift sug- 
gestions. The mannequin bride, holding 


a gift box, stood beside a pickled pine 
china cabinet. On either side of a pink 
brocade sofa was one of a pair of Louis 
XVI lamps with gold shades. Both the 
lamps and the wire were reflected in the an- 
tique mirror. 

In a bridal chamber (not shown) Floers’ 
card stressed “French Provincial”. The 
scene was dominated by a pastel plaid of 
lime, pink, aqua and raspberry. The plaid 
was used on the backwall, valance, and 
on the twin beds which were pushed to- 
gether to a single headboard. The white 
and gold antiqued Provincial furniture was 
lighted by overhead illumination, plus white 
and gold lamps. In another window, Floers 
displayed Alexander Smith carpeting with 
modern furniture and growing plants. “Alex- 
ander Smith Creations for 1951”, said the 
parchment reader, and individual scrolls 
gave the name of each rug pattern. A 
sculptured “Mayfair” pattern and the autumn 
leaves of the “October” carpet were used on 
the backwall and a “Spring” floral on the 
floor. Various shades of green blended 


—Top, by Gordon Butcher, Milliron's 


Center, by T. W. Floers, W. & J. Sloane's... 
Right, by Glenn Baugh, Silverwood's— 
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the real leaves of the plants with the leaf 
patterns of the carpets. 

Glenn Baugh, display manager of Silver- 
wood's, displayed “Velotones” suiting draped 
from the backwall to a plaster pedestal of 
Doric design, upon which stood a lamp 
with a gold shade and a white horse with 
gold hooves and saddle. The navy blue 
suiting was brought together on the pedestal 
and gathered around a white boutonniere. 
“Velotones” in blue cut-out script appeared 
on the backwall. A gray suit coat and 
white shirts with blue ties were displayed 
on shirt forms along with matching ac- 
cessories and price cards. 

Other local windows not illustrated here 
showed mannequins in caps and gowns 
with graduation gift suggestions. And now 
that school is out and Father’s Day is over, 
windows all over Los Angeles’ extended 
area are beginning to show beach wear for 
every member of the family, displayed with 
props of sand and sea life both real and 
artificial. 
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F [ cnt first of two installments, the pres- 
ent article covers structural work, sur- 
acing, and painting in the refinishing 

of display mannequins. Next month we will 
discuss artwork on features, wig refinishing, 
and special treatments for mannequins and 
forms designed to call forth the ohs and 
ahs. 

Those who have practised the art and 
craft of refinishing mannequins have tended 
to guard their techniques and materials 
jealously. They have had, in most cases, 
to discover for themselves by experience 
the kinds of paints for durability and clean- 
ness under constant handling; pigments for 
non-fading under combinations of sun and 
window lights; patching materials which 
will not shrink or crumble; and wig solvents 
and fixatives which will permit wigs to be 
worked like human hair. Until now, there 
has been no literature available specifically 
on the subject. 

Actually the practitioners need have little 
to fear from a flood of inexperienced com- 


petition, for the task requires the best of 
skill and talent in two fields: Surfacing 
craftsmanship, and free brushwork. Artists 
capable of doing such work are notoriously 
short on shop know-how; and shop men, by 
the same token, are short with the sensitive 
line. Display work, of course, overlaps or 
includes both fields. 

The rebuilding and surfacing and color 
mixing and color application are all process- 
es on the graduation end of the shop skills. 
Similarly the art work on the features is 
a suitable assignment only for an artist 
used first of all to mixing and applying 
color; second, to matching left and right on 
eyes, lashes, brows, lips, and, third, to 
matching styles or techniques. Wig re-styl- 
ing could even be considered a third spe- 
cialized field. 

A sound structure is essential before fill- 
ing, surfacing and painting is done if the 
refinishing job is to be permanent and the 
refinisher’s reputation unsullied by the re- 
opening of seams, breaks, or chips from the 
vibration the limbs and trunk will experi- 
ence in use. 

Typically, breaks or partial separations 
occur in the fingers, elbow, shoulder plates, 
and raised surfaces of the face. The com- 
monest mishap which befalls a mannequin 
(besides inheriting some other figure’s ill- 
fitting wig) is having its fingers broken. 
When the parts are missing, sculpturing 
a new finger can be a mean job, but the 
hand-repair venture can be an effective 


—Top, children should be in active poses, 
helped along with concealed wooden wedges 
and heel blocks made of sliced sections of 
garden hose. Eye colors should be bright, 
skin colors tanned or pinkish . . . Center, 
beautiful mannequins are helped immeasur: 

ably by careful attention to accessories, 
flowers, scarfs, and the like .. . Left, selection 
from extra arms, hands and wigs helps in the 
flexibility of mannequin posing. (The love- 
seat is a shop-built photomurol, rather than 

the actual seat itself) — 
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—Top, skin color is fresher and eye color more 
saturated in junior miss refinishing than in the 
case of forms portraying the more mature 
woman ... Center, runs and snags in hosiery 
can be ed by steel wooling ankles and 
shins after refinishing . . . Below, effective 
mannequin grouping; featured is a hula 
dancer with special skin color, and with a skirt 
animated by a small electric motor . . . (All 
displays shown are from the Bon Marche, 
Seattle— 


approach for the free-lance operator in new 
terrain. A budget-minded and wary store 
manager can easily be tempted into releas- 
ing several hands for repair at a nominal 
charge, whereupon if the work is satisfac- 
tory the ice is broken and confidence estab- 
lished for complete refinishing jobs, wig 
orders, and whatever additional services the 
free-lance operator may have in mind. 
Clean breaks can be cemented with ordi- 
nary household cement in the technique 
recommended for repairing china: The 
cement is placed on one side of the break, 


By ERNEST F. YOUNG 
Display Shop Supervisor 
The Bon Marche, Seattle 


the pieces are pressed together until both 
surfaces are completely wet, and they are 
separated to dry. With the surfaces thus 
primed, another drop serves to cement them 
so solidly that a second break would occur 
at some other point rather than at the 
former. While setting up, the joint should 
be wrapped in masking tape to serve as 
splint or clamp. The break may be re- 
inforced with a scored wire splint set in 
plastic wood. A groove is scratched along 
the finger to take the wire, and the raw 
plaster sized with lacquer. 

Some mannequin hands come with wire 
reinforced fingers, which results in a kind 
of compound fracture when damaged. Some 
chips will be missing, and resculpturing with 
plastic wood and resurfacing with lacquer 
based surfacing putty will be a simple pro- 
cedure. Sanding sealer or shellac on a 
brush as primer on the raw plaster will in- 
crease the bond to the plastic wood. 

When the finger is missing, an armature 
may be based on the stump by drilling, and 
setting a screw to which twisted stove wire 
is secured. This gives purchase to the to- 
be-sculptured finger so that it will not have 
a chance of breaking off. It, too, can be 
quickly built up with plastic wood or wood 
dough, sculptured with knife and emery 
boards or sandpaper on a small dowel, and 
surface irregularities filled with surfacing 
compound. The plastic wood is easier to 
sculpture before it sets up overnight or 
gets very hard. 

Plaster of Paris and spackle, while easy 
to use and quick setting, are not recom- 
mended for any use in mannequin refinish- 
ing. They fill. but have no bonding strength, 
and (depending on how prepared) they can 
be very heavy. Wood dough or plastic 
wood is the material to use for filling and 
building up outside corners, being relatively 
quick setting and shrinking very little. For 
the final little surface irregularities, 
scratches, and deep narrow cracks, lacquer 

[Continued on page 52] 
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Planning And Producing Displays 


HE physical structure and operation of 

the central display department of a great 

ablic utility can be most interesting and 

instructive. That of Consumers Power 

Company, with headquarters in ckson, 

Mich., certainly comes under such a desig- 
nation. 

Let’s look first at the company itself. 
It is easy to understand why Consumers 
Power Company's insignia includes a map 
of Michigan’s lower peninsula; there are 
68 counties in this territory, and Consumers 
operates in 62 of them. Electric service is 
supplied in 1,455 communities and townships, 
and gas service in 266. The outside bound- 
aries of the area served by Consumers en- 
close something like 28,000 square miles, 
with some 3,000,000 people living in the re- 
gion. Consumers, which is one of the larg- 
est electric and gas companies in the United 
States, provides electric service at more 
than 675,000 addresses and gas service 
more than 325,000. 


rough the power of the display me- 
dium,” says Del S. Ford, general display 
supervisor, “the department has pioneered in 
the dramatization of the many uses and 
advantages of labor-saving household de- 
vices, for example, gas and electric ranges, 
automatic refrigeration, water heaters, 
vacuum cleaners, laundry equipment, and 
the like. This story as told through the 
use of company windows and store displays 
has been of great benefit to all; it has been 
of definite educational value to the custom- 
ers served, and of promotional value to 
merchandise dealers selling the same de- 
vices, thus enhancing the profits for these 
dealers.” 

As general display supervisor, Ford co- 
ordinates the design and development of 
pre-tested displays and _ special exhibits. 
Also he consults with management and de- 
velops preliminary plans for showrooms and 
store front improvements. Second in com- 
mand in the department is Dave Andrus, 


who is Consumers’ general display assistant. 

To extend efficient display service to the 
78 stores and a total of 152 show windows 
(64 closed, 88 open) a display staff of 18 is 
employed in the general display building at 
115 West Trail street, in Jackson. Here in 
a new steel one-story structure are the 
supervisor, assistants, stenographer, clerk, 
designers, cabinetmakers, property men, and 
area displaymen. There are five of the 
last-named, working out of the general of- 
fice and having a given area to supervise, 
working in cooperation with the various 
divisions they serve. Area headquarters are 
at Pontiac, Kalamazoo, Grand Rapids, 
Owosso, and Flint. Each individual em- 
ployed by the display department is a spe- 
cialist in his or her field. 

In addition to the general staff, four di- 
visions have regular displaymen who are 
responsible for the installation of show 
window and sales room displays and special 
exhibits in their territory. Materials are 
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For A Great Utility 


supplied by the Jackson office together with 
installation suggestions. 

Services of the display department con- 
sist of the creation, production and installa- 
tion of interior merchandise displays; mer- 
chandise show window displays; public re- 
lations, civic and charitable window dis- 
plays; local electric and home shows; coun- 
ty and local fair exhibits; cooking school 
set-ups; parade floats for civic affairs, and 
exterior decorations for buildings. It also 
acts as counselor on design, and produces 
sales charts and similar pieces when needed. 
Department people also visit the divisions 
as routine procedure and, by request, con- 
stantly promote displays of a strictly local 
nature and tying in with local events. 

Comments Ford: “Through the medium 
of a model display window, the department 
pre-tests all displays released to the com- 
pany divisions as to design, copy, color, and 
efficiency of purpose. Such a method per- 
mits careful checking by all general super- 


visory departments such as advertising and 
merchandising. 

“Photographic copies of approved displays, 
complete with instructions and all necessary 
materials, are supplied regularly to all 
stores. This method has proved economical 
and efficient. The displays pictured with 
this article, currently in use, were pre-tested 
as outlined above.” 

Ford’s department designs and manufac- 
tures itinerant displays, these being routed 
for scheduled showings in local display 
windows, salesrooms, and other locations. 
“Such displays,” according to Ford, “would 
prove too costly for purchase and use by 
a single store, yet a display valued at $300 
might be exhibited at ten different stores 
of the company at a pro-rated cost of only 
$30 per showing. This affords the use of 
elaborate displays in design and quality 
at a great economy over individualizing 
each display. Also such service permits 
company cooperation in numerous local 


—These are displays designed and constructed 
at the central display headquarters of Con- 
sumers Power. Here they have been set up in 
the mock window for pre-testing and photo- 
graphing. In the hot water heater display the 
golfer's divot is held in mid-air by a curved 
wire which also serves as a “speed-line". The 
same is true of the fumbled grounder by the 
baseball player. All these displays are in 
current use by Consumers Power— 


and state events, and each year newly de- 
signed exhibits are used and parts of pre- 
vious displays are salvaged.” 

Display materials are, of course, pur- 
chased well in advance. Ford regularly 
attends display market weeks, buying his 
Christmas requirements in June and those 
for spring and summer in December. Also 
single sample display props are so bought 
and then brought to the general display 
department for trial and planning. Invari- 
ably they are selected to complement, rather 
than over-power, the settings for which they 
will be used. Upon arrival of the samples, 
promotional settings are developed around 
them. After layout and design are perfected, 
posters, props and accessories are ordered 
or prepared, and the displays are produced 
in the quantity needed; they are then 


By CARL JACKSON 


shipped direct to the stores for their use 
upon the opening of a given season or 
promotion. 

Designing and producing the various dis- 
plays is only part of the job, however. 
Another problem arises in the shipping or 
transporting of the finished work from the 
Jackson location to the 152 show windows, 
the sales rooms, and other display spots 
scattered over the entire state. They are 
packed carefully in knock-down fashion 
and then re-assembled by the local display- 
men following detailed installation instruc- 
tions. 

The wood production room of the central 
display department constructs display panels, 
backgrounds for special exhibits, store fur- 
nishings, and shipping crates. Its tools 
include wood-working power machines, with 
adjacent work areas to allow the pieces to 
be assembled so that the completed unit can 
be evaluated before it is taken apart for 
shipment. 
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Display Designer and Consultant 
New York 


Arrangement: The August fur sale display is made 
up of two definite units. It is smart in its presenta- 
tion and appealing. 


Properties: Mannequin at right wears a fine mink 
coat which is reflected in a mirror shown in the 
left background. Glittering, jeweled snowflakes 
dot the mirror and background, giving the display 
a touch of glamour. Large copy card is shown on 
floor of window. 


Arrangement: In this lamp promotion several ele- 
ments combine to form a single unit. 


Properties: Four lamps are displayed on a platform 
riser and attached to the riser is a caption board 
cut out to resemble a lamp. It contains the fol- 
lowing caption: "Light the Way to Home’. Be- 
hind this cutout a light is installed and its illumina- 
tion is diffused throughout the unit. Copy card is 
flanked against riser. 


Arrangement: This window is a showing of women's 
intimate apparel and consists of three definite 
units in an interesting arrangement. 


Properties: Model seated at the left wears a deli- 
cate pink negligee. At the right is shown a corset 
fitted on a form. A giant rose branch with three 
black roses set against a deep pink background 
divides the merchandise units. Copy card and 
toilet articles are shown on floor of the window. 


1951 
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COMING UP 


Arrangement: Two elements combine to form a 
single unit in this men's display of slacks. Neatness 
is noted. 


Properties: Several pairs of slacks are displayed 
on a platform along with mannequin. A bolt of 
the material is also shown. Copy card is displayed 
at right of the platform. An_ interesting and 
appropriate background consists of the same ma- 
terial in a light color, and draped. Photographs 
or sketches of legs in slacks shown in walking posi- 
tions are seen on the drape, together with little 
scenic spots. 


Arrangement: This men's shirt display consists of 
several elements combined to form a single unit. 
Care should be given to display the merchandise 
neatly and keep window uncluttered. 





Properties: A large tree takes up the entire’window 
and is laden with men's shirts, some with ties and 
some with open necks. Large copy card is flanked 
against trunk of the tree. 


Arrangement: Two definite units make up this 
men's sportswear display. Merchandise is limited. 


Properties: The game is tennis and shown is an 
oversized tennis racket and net. Mannequins are 
attired in appropriate sport togs with additional 
sets shown together with copy card. 
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Colorful Settings Highlight 


HROUGH the use of Chinese lanterns, 

fruits, growing greens, fans, garden 

swings and such, a cool quality was 
maintained in local displays for the month 
of June. These props and complementary 
merchandise, however, were contrasted by 
a goodly number of atmospheric sets that 
beckoned the journey-minded for travel by 
rail, boat or plane those who con- 
tinue residence in the city through the sum- 
mer months well remembered and 
beachwear also rated good display space. 

A Sunday night supper barbecue 
fashion and replete with tempting foods as 
well as an overall effect of coolness and 
gaiety, made the composition for a pro- 
motion of junior size dresses at Franklin 
Simon’s. In developing the theme, Display 
Director Winston Jones kept the  back- 
ground subdued in such a manner that at- 
tention was focused on the white fireplace 
and the grouping of girls in their pretty 
blue dresses. 


Too, 


were 


scene, 


A feeling of the old and the modern style 
was combined in the fireplace, built in a 
suggested dining section on a terrace. Cork 
blocks, shaped like bricks and whitewashed, 
made the fireplace which was inset with 
grille bars on which were arranged ears of 
corn and weiners and was spaced at the 
proper distance above the birch logs and 
red plastic coals. 

Faded blue denim made the backdrop, 
and also the little canopy which was sup- 
ported by poles covered in pale pink denim. 
A large bowl of colorful artificial fruit, 
individual casseroles, weiner roasters, rolls 


—Upper left, by Winston Jones, Franklin 

Simon & Co. . . . Upper right, by Walter 

Hazeltine, McCreery's . . . Lower left, by 

John R. Foley, R. H. Macy & Co... . Lower 

right, by Sidney Ring, Saks-Fifth Avenue .. . 

(All photographs by courtesy of Virginia Roehl 
Studio, New York City) — 


and the like were conveniently grouped on 
the white stool to the left. 

With calculated intent, the Gift Shop also 
came in for a share in the display with a 
choice of copper pots, hurricane lamps, 
chanticleers and other interesting bits and 
pieces which ornamented the fireplace. A, 
variation of little grasshoppers, katydids and — 
crickets appeared here and there on the 
white floor. The backwall was covered in 
black seamless paper. 

Just the right amount of humor judiciously 
used by Display Director Walter Hazeltine, 
plus a striking black and white color theme, 
made an eye-catching display for a Father's 
Day promotion of Arrow shirts in a Mc- 
Creery window. 

The backwalls and floor were covered 
in white seamless paper. Three horizontal 
panels and one upright panel to the left— 
all in black composition board—were fully 
spaced out from the backwall. On the 
top panel, drawn in white, were nine cari- 
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New York Displays 


with white the proper choice for all. 

A millinery window at Saks-Fifth Avenue 
where the legend read “Old Pewter .. . 
summer news in velvet” was artfully con- 


catures of as many different types of father. 
The inscription, also in white, said: “There 
is an Arrow shirt for any type Pop”. 
The second panel was devoted to a row 
of the folded white shirts each accompanied 
by a small card giving style description and 
price. The third panel bore the salute 
“They're out, Boys!” 
White accordion type 
style, with black wood frames top and 
bottom, were used by Display Director 
John R. Foley in a series of windows at 
R. H. Macy, entitled “An Avalanche of 
White for your Summer Wardrobe”. 
The lanterns in varying sizes were hung 
through loops of black ribbons which were 
tacked at both points to the ceiling. A 
black island was formed of small wood 
chips on the green carpeted floor, while the 
backwall was of a beige lighted with orange 
color. Side panels were white. The cos- 
tumes of each of the three mannequins 
designated as many different occasions, 


lanterns, Oriental 





trived by Display Director Sidney Ring. 
Four pedestals which suggested bus stop 
signs were spaced across the foreground; 
these were of gray wood and each was inset 
with a circular mirror, while the pewter- 
gray velvet hat was displayed on the arrow 
point. 

A table with a metal frame and glass top 
was placed to the back of the set and on 
it was posed a woman’s figure carved in 
wood and grayed. A bolt of mixed gray 
and black fabric was held in the upraised 


—Top, left, by Warren McCurtain, Gunther 
Jaeckel'’s . . . Upper right, by John Robert 
Cobb, Henri Bendel Lower left, by 
Charles Lenhart, Arnold Constable . . . Lower 
right, by Henry Callahan, Lord & Taylor— 


By VIRGINIA ROEHL 


Virginia Roehl Studio, New York City 


arms of the figure and lengths were draped 
down towards the floor and wrapped about 
an alert papier mache poodle standing near 
the table. Both the poodle and the figure 
were decked with pearls and_ brilliants; 
as if to further establish the shade two 
gray umbrellas were slipped through the 
upraised arms of the figure; a pewter-colored 
hat and matching gloves hung from the end 
of one, balanced by a bouquet of flowers 
at the other end. 

“City Shadows Mingle with Clouds of 
Blue” was the euphonius legend in a Gunther 
Jaeckel window in which Display Director 
Warren McCurtain created a dramatic set 
through the combination of art work and 
seamless paper in the two featured colors 
of black and blue. 

A pale blue panel with drawings by Mike 
Kiksche of nearby Cartier’s, St. Thomas, 
and an old Fifth avenue mansion was hung 
from the ceiling to run the length of the 

[Continued on page 47] 
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T this season of the year when vaca- 
ion plans are beginning to crystallize, 
displays are always fanciful for ac- 
tive sportswear lends itself to dramatic 
handling. Assortments of swim and beach 
wear are now at their peak and recent Chi- 
cago scenes played up the feminine allure 
of sleek seaside fashions. It is interesting 
to note the various means displaymen im- 
provised to capture the refreshing impres- 
sion that water imparts on a humid day. 
One of the most elaborate reproductions 
of an under-water scene was the work of 
Reed Schlademan, display manager, The 
Fair, in that store’s large corner window 
(first photograph). White seamless paper 
was applied to the entire backwall, painted 
deep blue-green to a height of 7 feet. The 
remaining area was left white and achieved 
its illusion of the sky from blue-green 
lighting, a few low hanging clouds, and 
glimpses of the shoreline on the distant 
horizon. The window glass itself was 
lightly stained with a blue-green dye to a 


The 


corresponding height. A feature of the dis- 
play was the 36-inch strip of cellophane 
stretched horizontally along the window at 
the water line, causing a definite feeling of 
being under the water with the figures that 
lolled about on driftwood and papier mache 
coral pieces. 

For “All swimmers and splashers for 
pleasure in deep blue waters” J. Boghosse, 
display manager for Goldblatt Brothers, 
employed an interesting technique to create 
an underwater feeling, as seen in the sec- 
ond illustration. Deep green georgette was 
painted with under-sea motifs and stretched 
across the permanent green window back- 
ground. The sheer fabric retained the color 
without necessitating repainting when the 
displays were dismantled. The ceiling was 
covered with tinselled fish netting from 
which Spanish moss and glass bubbles were 
hung. 

In a recent promotion of feminine sheer 
dresses, girdles, and underthings at Carson 
Pirie Scott & Co., it was necessary to get 
a varied collection before the public in a 
sequence of five windows. How successfully 
Display Director Clement Bradley accom- 
plished the feat was manifested by a Vic- 
torian vignette in two scenes. Additional 
displays were in modern Regency, while 
two others featured summer furniture and a 
fluffy boudoir. “Hurry! get dressed. You 
may be a little late but your cotton sheers 
will assure you of the coolness you want 
when you want it” explained why a half- 
dressed mannequin was partially hidden by 
a screen while two fully dressed manne- 
quins waited. In each scene the partially 
hidden mannequin was dressed to the point 
where a variety of sheer girdles, slips and 
the like could be shown. 

Sand and sea styles were displayed by 


—At the top of the page, a display by Reed 
Schlademan, The Fair Store . . . Upper center, 
by J. Boghosse, Goldblatt Brothers . . . Lower 
center and at the immediote left, by Clement 
Bradley, Carson Pirie Scott & Co.— 





JULY, 1951 DISPLAY WORLD 


—Upper left and right, by John Moss, Mar- 

shall Field & Co. . . . Center, by J. Boghosse. 

- «+ Below, by G. C. Bowen, Henry C. Lytton 
& Co.— 


Bradley in a combined women and chil- 
dren’s promotion. Illustrated by the fourth 
photograph is one of two similar windows 
that flanked a stretch of five. The inter- 
vening scenes also offered beach and swim 
wear but were presented in an. entirely 
different mood. In the scene shown here a 
laminated, frosted, plastic screen covered 
the entire backwall and furnished a delicate 
background for a child and her mother, who 
modeled a white lace swim suit over brown 
with matching lace stole. 

At Marshall Field & Co. a series of win- 
dows was evolved by John Moss, director 
of design, around a fanciful cabana of 
dull black, draped with black fish netting 
brushed with gold. A matching sunburst 
was the sole decoration for the sky-blue 
walls, and black driftwood on white sand 








Chicago Display Scene By SHIRLEY WARE 


furnished a seaside fantasy for a presenta- 
tion of “The Bathing suit plus the stole, 
or the starched coat,” etc. A new fashion 
angle in bathing apparel was pointed out 
by way of the sub-copy which suggested 
“One if by sea; two if by land.” 

Two companion windows for accessories 
were installed at Field’s to emphasize the 
contrast between black and white by dis- 
playing white accessories on black, and 
black accessories on white. Both windows 
were enclosed in a boxed arrangement of 
white or black straw screening that lifted 
the featured items to eye level. The copy, 
“There is a big flutter of black and white 
for summer”, was carried out by black and 
white butterflies that fluttered through the 
displays, decorating the feature card and a 
raised dais where a fully accessorized man- 
nequin was posed. John Moss did the two 
windows to show that the selection of either 
color required its opposite to complete a 
fashionable ensemble. 

Third dimensional displays for Bemberg 
dresses at $8.95 were also developed by 
Boghosse with dramatic effects that re- 
flected the airy quality of the flimsies. A 
light and airy screen was constructed of 
white wood and filled in with coarse, white 
straw matting and decorated with silk 
tropical leaves. The dominant figure was 
set 3 feet forward in the open section of 
the screen, while two figures in the back- 
ground were posed against the filled in por- 
tion. 

Five “shadow-boxes” were employed by 
G. C. Bowen at Henry C. Lytton & Co. to 
feature famous brand swim suits in aquar- 
ium settings. Two sides of the boxes were 
made of pale green fish netting and the 
ceilings and floors were composition board 
roughly painted deep blue-green to suggest 
clouds and sand on a beach. The sides 
converged in the background at a small 
pane! of laminated plastic illuminated by 
bright lighting, blending into the color 
scheme raspberry coral branches and deli- 
cate green sea ferns. 
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—This is the way many small store fronts ap- 
pear on street after street at the present 
time, offering little opportunity for display 
and practically no attraction for customers. 
. . . Below is the same store facade rede- 
signed by the authors into an attractive, 
open-type front at relatively small cost— 


NE has only to pass along the streets 
O of this nation’s cities and see thou- 

sands of small stores which look 
like our “before” sketches in this article 
—stores with nondescript fronts almost 
identically alike and offering no inducement 
for the shopper to pause before the window 
displays and eventually enter the shops them- 
selves. There is no attraction value what- 
ever to such facades. They have a door 
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Redesigning The Facades Of 


in the center, and the door recedes from the 
street front. There is a window to the 
right and another to the left of the door. 
The height of the windows is reduced by a 
black band of paint in valance fashion, and 
another wide band at the bottom hides every- 
thing below the level of the display plat- 
form. 

These windows are limited at the rear by 
a curtain or wall which separates the store 
interior from the display platform and the 
window proper. 

Perhaps at some time or another a very 


few of these stores were justified in ac- 
cepting this type of design. But taken 
individually, it is very difficult to do much 
in the way of display for such stores, not 
to mention the lack of appeal their front 
offers the shopper. Taken in large numbers, 
and lacking anything in the way of store 
personality, they make our streets seem 
very monotonous and their displays do not 
act as eye-stoppers to the passersby; their 
very monotony is confusing and blends 
one shop into its neighbor or into the one 
down the street a few blocks. 


And yet the poor store owner is practically 
helpless to do anything about it, at least on 
first thought. He seldom is able to think 
of any solution to this problem, and indeed 
a small alteration of the store front will 
not be of much, if any, help. We must 
try and think of something completely new. 
We must forget the whole division of the 
store front into one door and two flanking 
windows. We must visualize the store as 
a complete, individualized entity. 

When we do this the problem seems to 
be a bit easier. 

Let us suppose, for example, that the shop 
seen in the first sketch is to be changed 
into one for the sale of furs. 

The first thing we do is to reduce the 11- 
foot height of the glass by introducing a 
wide marble frame behind which we con- 
ceal a new and second ceiling, dropped 
below the original one, with recessed lights 
inside the store. 

Lowering the store window in this way 
makes it appear wider and gives a more 
streamlined effect. 

Now we bring the marble frame down 
to the street level on the immediate left 
of the new entrance door and also at the 
extreme right of the building, as seen in 
the second sketch. This has the effect 
of further increasing the illusion of width. 

Approximately 80 per cent of the store 
facade is now occupied by one large window, 
behind which we have a large curved dis- 
play platform which recedes well into the 
store itself. 

So much, then, for our first problem. 

Let us consider a somewhat related situ- 
ation, in which we have two adjoining stores 
of the same type mentioned above and we 
wish to unify them by converting the two 
into one large store. This problem is still 
more interesting than the one previously 
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Small Stores 


discussed, and offers an opportunity for still 
more imaginative treatment. 

This time let us suppose, for example, 
that the store is one which will handle 
cameras and other photographic equipment, 
although the finished layout is one which is 
suitable for many other types of merchan- 
dise as well. It is easily adaptable to most 
any kind of small business operation. 

We suggest ripping out the whole facade, 
i.e., the metal frames for the windows and 
doors. 

Next we break through from one store 
to the next and demolish the partition wall. 

We now have a wide open “cave” with 
only a certain number of columns sup- 
porting the building—the skeleton of the 
partition wall. The first column is nearly 
flush with the building line at the street; 
the others are spaced at regular intervals 
towards the back of the store. 

Since we are interested in the exterior 
treatment in this article we shall concern 
ourselves only with the first column. 

Now this column becomes the feature and 
the pivoting point of the store’s entire ex- 
terior design. We cover it with concrete 
flaring out towards the top, and hiding 
equipment for indirect illumination within 
this chalice-like section. The column is 
made to carry a circular canopy which 
reaches out into the street and back into 
the “cave” of the two combined stores. This 
canopy reflects the light projected up by the 
indirect lighting in the shaft of the column. 

Alongside the periphery of the canopy 
inside of the “cave”, straight sections of 
window glass join each other at wide angles. 
Right and left of the center glass are two 
doors leading into the store. 

The exterior of the remodeled store can 
be covered with large squares of black 
structural glass, or in baked metal, or 











in stone according to the owner's desires 
—or in whatever materials are available, 
if shortages develop. 

And so we have worked out two solutions 
to difficult problems in old-fashioned store 
layout, answers which will provide the store 
owner with buildings of a completely mod- 
ern, attractive appearance. 

It will be noticed, of course, that we indi- 
cate a tendency to make the entire store 
an open display visible to the passersby 
in almost every detail — in other words, of 
the open front type. Unless there are any 
particular reasons why the store interior 
should be more or less hidden to the eyes 
of people passing by, the kind of front sug- 


—Here we have two adjoining shops of the 
type seen in the first sketch on the preceding 
page . . . Below, the two stores have been 
combined into one by knocking out the parti- 
tion separating them and using the front col- 
umn to support a circular canopy which is 
lighted from below by indirect illumination . 
concealed in the flared top of the pillar— 


gested can be very desirable for many stores, 
particularly of the small specialty type. 

Open fronts mean that more merchandise 
can be seen at the first glance by the shop- 
per. As a matter of fact, the whole store 
— its make-up, its approach to selling and 
merchandise—seems to reveal itself if 
one can see from the street how the in- 
terior is arranged, how busy the staff is, how 
the salespeople are in action. 


By KIM HOFFMANN and STEPHEN HEIDRICH 
Designers, New York City 


Attractive selling counters, well balanced 
color schemes, and attractive lighting do 
much to draw crowds. Salespeople actively 
engaged in arranging merchandise or talking 
to customers create an air of something 
going on, while special features devoted to 
a given promotion, backgrounds planned for 
the back-to-campus, the new theatre season, 
or similar events all have their special at- 
traction for the shopper. 

As mentioned above, the open front is 
not for every store but where it can be used 
to advantage, through a facade designed 
so that the eye can spot the inside of the 
store without difficulty, it can be an ex- 
tremely powerful factor in merchandising. 
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Market Week Attendance 
Surprisingly Good 


ESPITE advance predictions that at- 
D) eniance would be poor at Display 

Market Week because of the lateness 
of the dates, the event drew a very satisfac- 
tory number of displaymen to Chicago dur- 
ing July 8-12. By Tuesday noon approxi- 
mately 1,100 stores were represented, ac- 
cording to an estimate by John Bowman, 
Jr., managing director of the National As- 
sociation of Display Industries, sponsor of 
the Market Week. 

Traffic through the rooms of 89 ex- 
hibitors, located on six floors of the Hotel 
Morrison, was good even on Sunday, no 
doubt aided by a torrential rain which kept 
most visitors within the hotel. As has been 
the case with Market Weeks during the past 


few years, reports on the amount of buying 
done varied widely among the different 
exhibitors. A considerable number did a 
good amount of business, while others said 
that actual order placing was light. It was 
noticeable that the less expensive lines were 
receiving the most attention. On the whole, 
it is believed that most exhibitors were 
satisfied with the volume of business done. 

At a meeting of the NADI membership 
before the show opened it was decided that 
the association’s publicity program will be 
continued as before. President Earl Gast- 
hoff read a statement by the board of di- 
rectors expressing their thanks to DIS- 
PLAY WORLD for its efforts to secure a 
satisfactory ruling from the Office of Price 
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Stabilization as applying to the display field. 

The annual election of officers returned 
all present incumbents to office for another 
year. In addition to President Gasthoff, 
Earl W. Gasthoff Company, Danville, IIL, 
these are: I. T. Vierheller, Garrison-Wag- 
ner Company, St. Louis, first vice-president; 
C. Barrango, of the San Francisco firm of 
that name, second vice-president; Warren 
Gallagher, Coy-Disbrow & Co., New York 
City, secretary, and Richard J. Adler, Adler- 
Jones Company, Chicago. 

All board members were likewise re- 
elected. Those whose terms expire in 1954 
are: Albert Bliss, Bliss Display Corporation, 
New York City and Philip Goldberg, 
Schack’s, Inc., Chicago. Those who con- 
tinue as board members until 1953 include: 
Ralph W. Adler, D. G. Williams, Inc., New 
York City; Sylvan Freund, Decorative 
Plant Corporation, New York City, and W. 
L. Stensgaard, W. L. Stensgaard & Asso- 
ciates, Inc., Chicago. The following have 
terms which expire in 1952: Alvin M. 
Mendle, American Fixture & Mfg. Com- 
pany, St. Louis; George G. Silvestri, Sil- 
vestri Art Mfg. Company, Chicago, and 
Trowbridge H. Stanley, L. A. Darling Com- 
pany, Bronson, Mich. 

The dates for the next NADI show were 
selected as December 9-13; it will be held 
at the Hotel New Yorker, New York City. 

An excellent ice-breaker for the Market 
Week was the NADI’s cocktail party the 
evening of July 8. Nearly 1,000 persons 
were present at the hotel’s Terrace Room 
for the occasion, during which Duanne 
Gallistel, of the Three Sister’s display de- 
partment, was crowned “Display Queen”. 
She had been selected by the Chicago Dis- 
play Club from among .a number of con- 
testants for the honor. 

Another feature of this year’s show was 
the outstanding entertainment provided for 
the wives of displaymen attending Market 
Week, including the appearance of nearly 40 
of them on the “Breakfast Club” TV pro- 
gram Tuesday morning. 


Mrs. Karl Roth Attends 
Display Market Week 

Among the personalities present at Dis- 
play Market Week held in Chicago July 
8-12 was Mrs. Karl Roth, Findlay, Ohio, 
whose husband was one of the best-known 
figures in display until his untimely death a 
few years ago. It was Mrs. Roth’s first 
visit to a display event for nearly three 
years, and she was given a royal welcome. 
She plans to attend all Market Weeks in 
the future. 


Bulkley, Dunton Releases 
New Swatch Book 

A handsome, 24-page book showing the 
firm’s fall and Christmas line of display 
and gift wrap papers has been released 
by Bulkley, Dunton & Co., 295 Madison 
avenue, New York City 17. Copies will be 
sent in response to requests made on com- 
pany stationery. 

The book includes actual samples of a 
wide range of papers, including “Bulkton” 
seamless in 29 colors, “Glittertex”, leather- 
ettes, wood reproductions, cork, foils and 
the like. Several displays from leading 
stores are shown also. 
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... For The Small Store 


ANY small and average size stores 

are cramped for floor selling area 

and this often constitutes a major 
problem. This sketch—‘A’”—shows a fix- 
ture specially designed to display the maxi- 
mum of goods in the minimum of space. 

If the unit is built on a 5 by 6-foot base 
with the lower shelves 18 inches by 6 feet 
and the upper ones 12 inches by 6 feet, a 
display area of 60 square feet would result. 
The fixture could be constructed out of %- 
or %-inch plywood, using this detail as a 
guide, by any local carpenter and sized to 
fit any available space in your store. 

All the shelves can be binned off with 
standard metal corners and bin glass or, 
for stores with a minimum display budget, 
the edges of the shelves can be notched out 
to take 3/l6-inch “Masonite” dividers as 
shown in the detail. The facing strip “C” 
nailed on the front edges of the shelves and 
the rear strip “B” will hold these dividers 
in position when inserted in the slots. 

The space under the lower shelves can be 
used for displaying bulk items or boxed or 
packaged under-stock. 

Attach the shelves to the two end sections 
by means of metal angle irons. A good 
finish can be applied to the plywood by 
giving it a first coat of any one of the many 
wood primers, a coat of flat, and then a 
finishing coat of egg-shell enamel. 

Storage space for display props when not 
in use is usually very limited in many stores 
and this drawing—“B”—shows a step unit 
which can easily be taken apart for storage 
without the use of tools. 

Note how the various lengths of pine 
board are notched so the entire unit can be 
quickly assembled without nails or screws. 
Attach the base by means of dowel pegs as 
shown, or with metal angle irons. 

This type of unit makes display easy, as 
so many varied items can be shown to ad- 
vantage on the shelves, which can be painted 
a suitable seasonable color. 

The unit can be sized to be used as an 
interior spot displayer, a center piece for a 
window, or on a counter top. 

Many owners of smaller stores must do 
their own display or rely on a clerk to do 
the job; this type of step unit will prove a 
handy and versatile prop. When not in 
actual use the lengths of board can be piled 
up and stored in a minimum area. 

Sketch “C” shows another adaptation of 
the space saving shelf unit “A” sized to fit 
a bank of two counters set back to back. 
The plywood ends should be notched to fit 
over the counter rims. 

The shelves can also be binned off for 
neat orderly display of small items as sug- 
gested. 

The “Back to School” on the top of the 
unit can also be built out of two short 
lengths of pine board notched out as sug- 
gested in the “B” unit. Paint and stripe 
the edges of the upright board to simulate 
a large ruler. A giant pencil can be pur- 
chased from your display supply house or 
a suitable length of card tube can be painted 
yellow with a band of gold paper pasted on 
at the point end, and a strip of orange paper 


to simulate the eraser at the other. The 
pencil tip is a brown paper cone cemented 
on the end, with the point painted black. 
A good idea is to collect and save the card 
tubes which are used as cores for linoleum 
rugs as they make very useful display 
props. Or your local display house can 
supply tubes of all sizes on request. Lengths 
of these tubes can be painted white with 
stripes of red paper pasted on to simulate 
candy canes, and one good use for them 
would be as sypports for over-counter 
booths for point-of-sale demonstrations, or 
special feature booths at Christmas time. 

A little ingenuity often makes it possible 
to install attractive displays at low cost 
and the writer remembers seeing such an 
effective window featuring an August fur 
sale; the background was covered with royal 
blue seamless paper with 6-foot natural 
tree branches set in front, painted white and 
with a little silver flitter sprinkled on them 
while the paint was still wet. Some imita- 
tion snow on the floor, a few large white 
card snowflakes tacked on the blue back- 
ground, plus up-to-date mannequins—al- 
ways a sound investment—completed the 
display. 

If you have any local problems relative 
to any particular low cost displays just 
write to DISPLAY WORLD, mention this 
page, and we shall be glad to include our 
suggestions in these display ideas; there is 
no obligation on your part, of course. These 
articles are designed to help the smaller 
merchant. 

A few lengths of scrap board, curtain pole, 
plus a saw, hammer, nails, and paint will 
enable you to build a number of the handy 
displayers shown in “D”, both left and right 
hand. 


Spray Painting Facilitated 
By New Machine 

A newly designed, automatic, compact 
spray painting machine with a flexibility 
that permits the painting of a variety of 
small parts on a mass production basis, 
has been developed by Conforming Matrix 
Corporation, Toledo Factories building, To- 
ledo. Parts can be wet painted, one color 
right after another. The machine is en- 
tirely operated by air and is hydraulically 
controlled. It eliminates the hazard of elec- 
tric motors and mercury or _ solenoid 
switches, as well as the cost of explosion- 
proof electrical equipment. 

Spraying is from underneath against the 
masks, thus they do not have to be cleaned 
so often. Surplus spray falls away, is sucked 
up and exhausted out of the back of the 
machine. 

Electro-formed metal masks, which are 
readily interchangeable in these machines, 
fit flush with the table and parts are loaded 
manually by the operator, who holds the 
parts face down against the mask. The 
spraying is automatic but the length of 
spray time and the speed of the loading 
cycle are controlled by dials upon the con- 
trol panel. A hand dial regulates the amount 
of paint sprayed. 
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—At the left are photographs of sections of 
the sportswear and shoe departments at 
Franklin Simon's branch in Westport, Conn.— 


of bright flowers. Live greenery and smartly 
upholstered furniture give the department 
the desired casual atmosphere. 

The shoe department at Simon’s Westport 
branch achieves a high degree of simplicity 
through the use of modern lines and very 
modern color schemes. In an arch-like 
sweep, the blonde wood railing follows the 
contour of the wall which is lined with black 
leather seats as seen in the second illus- 
tration. A modern platform arrangement 
at both ends of the railing displays shoes. 
The cream-colored wall and carpeting are 
effectively broken up through the use of 
a modern drapery design reaching to the 
ceiling. The Westport interiors are han- 
dled by the display department in the New 
York store under Hans Meissner’s direction. 


Interior Display Here And There 


By MICHAEL SCOTT 
Retail Reporting Bureau, New York City 


step into the station wagon and 

take a little swing out around the 
suburbs where the greenery grows. Of 

rse, not everything that grows out there 

is green, for among the brightest blooms 
in the suburban communities surrounding 
our bigger cities are the smart new branch 
units being established by downtown stores. 
Two of New York City’s big retailers 
recently stretched themselves out on the 
grassy plains of Great Neck, N. Y., and 
Westport, Conn. We're talking about Wana- 
maker’s new unit on Long Island and 
Franklin Simon's latest branch store in Con- 
necticut. 
Simon's brick 


new unit is a one-story 


and fieldstone set-up, the ninth in a series. 
Its emphasis is on casual wear, appropriate 
to the trading area it serves. 

In keeping with the casual spirit, a com- 
bination of modern colors and modern design 
is used inside. The display “windows” 
are actually very shallow platforms set 
behind small windows, accommodating two 
mannequins and giving a clear view right 
into the store which, in effect, serves as the 
background. The sportswear department, 
to the immediate right of the entrance 
(first photograph) features a continuation 
of the brick used outside, with walls done 
in plain, highly polished wood paneling. 

The paneling is decorated with paintings 


The beautiful new interior of Wanamaker’s 
Great Neck store was designed by Joseph 
B. Platt. This three-story operation houses 
almost four dozen different departments, 
an achievement in space planning. In order 
to make the store’s interior as versatile as 
possible, a number of unusual techniques 
have been employed. Wall-to-wall carpet- 
ing, for example, is not accommodated to 
the fixtures, but rather fixtures are placed 
on top of the carpeting so that these fix- 
tures (including dressing rooms) can be 
swiftly moved. Back fixtures are not fixed 
in place and do not support any super- 


—Above, the golden eagle of Wanamaker's 

is made the focal point on the main floor of 

the Great Neck store . . . Left, Paul Lord, 

store planning director for Gimbels, Philadel- 

phia, makes good display use of platforms 
built around columns— 
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All stock areas are set into a 
continuous perimeter stockroom, one for 
each floor. The fixtures have all been spe- 
cially designed to meet the needs of this 
well-filled, yet airy new store. 
Incandescent and fluorescent lights have 
been skillfully combined to point up mer- 
chandise and show its color truthfully. The 
colors become progressively lighter as they 
ascend the walls. Ceiling lights can be 
quickly transformed into spots, and the 


structure. 


—The millinery displayer used by Jim Buckley, 
Saks-Fifth Avenue, Beverly Hills, Calif., is an 
antique of unknown origin . . . Upper right, 
a mural based on Western folklore adorns 
the men and boy's shoe department at 
Ohrbach's, Los Angeles, where Bill Meissner 
is display director . . . Directly above and 
at the right, attractive settings by Marc 
Bieler, Bonwit Teller, Philadelphio— 
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light scheme generally achieves a feeling 
of airy pleasantness. 

The focal point on the main floor is a 
clock surmounting Wanamaker's traditional 
emblem, the golden eagle, as pictured. Back- 
ing this decorative unit is a geometric plaid 
area of metallic and palette colors. Between 
the clock and the big, two-story window, 
a broad curving stairway descends to the 
lower level of the store. The balustrade 
is made of transparent plastic panels inter- 
laced with woven metallic bands of silver, 
gold and turquoise blue. 

Wanamaker’s wood fixtures on the main 
and second floors are done in open grained 
beige walnut exteriors with lighter walnut 
interiors. The lower level home department 
fixtures are done in pickled oak veneer. 

Now let’s go “downtown” again, this 
time in Philadelphia. 

Gimbels’ Junior World is a_ veritable 
store-within-a-store, dividing up all the 
junior merchandise into convenient shopping 
departments. The fourth photograph shows 


the main aisle of the Junior World and 
its interesting column treatment as han- 
dled by Paul Lord, store planning director. 

Small platforms run around the columns 
approximately 2 feet above the floor. Above 
the light wood base of the columns a deep 
blue is used. One or two mannequins are 
posed on each platform, under a wire-work 
marquee filled with glass fibre sheeting in 
a purple hue. Shiny chrome lights jut out 
from the column to spotlight the merchan- 
dise. 

Out in Beverly Hills, Jim Buckley, dis- 
play director at Saks-Fifth Avenue, found 
an appealing antique and fashioned it into 
a millinery display unit. Don’t ask me to 
what purpose the piece of wood was origi- 
nally put, but here it serves a very fine, 
imaginative purpose. Live greenery is 
planted at the base and at the top of the 
unit, and intertwined with the colorful 
straw hats. 

In Los Angeles, Bill Meissner at Ohr- 

[Continued on page 65) 
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NE of the most intricate pieces of 

work in the display field is done by 

Larry Sharp at the American Mu- 
seum of Atomic Energy, Oak Ridge, Tenn. 
It is his job, along with the head of the 
museum, David L. DeJarnette, to present 
to the public educational exhibits on the 
difficult subject of atomic energy. 

When Oak Ridge became an “open city’ 
in March, 1949, the Atomic Energy Commis- 
sion requested that one of its contractors, 
the Oak Ridge Institute of Nuclear Studies, 
operate the museum for the benefit of the 
thousands of tourists who would visit Oak 
Ridge eager to learn of man’s latest venture 
in science. The great atomic plants were 
closed to the public, of course, and there 
was a real need to provide visitors with 
some insight into the atomic energy pro- 
gram. As a result the museum has become 
one of Tennessee's leading tourist attrac- 
tions. 

The museum exhibits have been duplicated 





Energy On Display 


By ROBERT BURGIN 


for use as a traveling atomic energy show 
for state fairs, scientific and educational 
meetings, and many special events. More 
than three million persons have viewed the 
traveling show from the museum. 

The atomic energy exhibits are designed 
along an informative and commercial line. 
Sharp was selected to plan and supervise 
the display shop because of his broad ex- 
perience in commercial display work. 

Sharp’s shop at the museum is supple- 
mented by a wood-working shop, a ma- 
chine shop and a photographic shop; these 
are headed by Charles Wallace, James Wilde 


—Top left, a huge model of an atomic pile. 

Right, a 30-foot diorama showing the 
programs of the Atomic Energy Commission. 
Left to right, Robert Rothermel, Edna Estes, 
and David L. DeJarnette, head of the museum. 
. + One of the most popular traveling exhibits 
is the dime irradiator at the lower left .. . 
Lower right, Larry Sharp prepares an exhibit 

on the effects of an atomic bomb burst— 


and Joe Houston, respectively. 

Proposed exhibits are first done by Sharp 
in the form of a rough perspective made 
with pastels. This work is then presented 
to the museum advisory committee, com- 
posed of scientific representatives from the 
Oak Ridge plants, for approval. Then a 
detailed color drawing is made and the 
work apportioned among his staff which 
includes Ted Robbins, his assistant, and 
Bob Rothermel, who does model work. 

The exhibits in the museum occupy 18,000 
square feet of floor space and require con- 
tinuous upkeep and changes to keep pace 
with the progress in the atomic energy 
field. It is fitting that the Institute of 
Nuclear Studies operate the museum since 
it is an educational organization sponsored 
by 26 Southern universities and conducts 
a broad program of research, training and 
education in the nuclear sciences through 
a contract with the Atomic Energy Com- 
mission. 
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Unusual Construction 
Aids Exhibit Installaticn 

Central Mortgage and Housing Corpora- 
tion, agent of the Government of Canada in 
the housing field, has long recognized the im- 
portance of the part played by display exhibits 
in increasing public knowledge and conveying 
full understanding of the facilities offered by 
the corporation. The firm’s major 1951 
traveling display unit tells the story of the 
people, the planning and the materials re- 
quired to build a particular house. It has 
been designed to give the public a better 
understanding of the complexities of house- 
building in Canada and a new appreciation of 
why inroads made by the defense program on 
housing’s labor and material requirements 
must, of necessity, result in severe changes 
in Canada’s normal flow of new housing. De- 
signed by Thomas Spaulding of the corpora- 
tion’s information department, the unit was 
constructed by the Toronto firm of Worden- 
Watson, Ltd. 

The display is built entirely around a 
series of “tripeds”, each constructed of three 
l-inch aluminum pipes, each pipe 8 feet high. 
The vertical pipes are fixed together in tri- 
angular fashion by 34-inch steel tubes. With 
nine of these “tripeds” in the exhibit, the 
overall effect is that of a series of triangular 
skeletons on which are hung display panels, a 
miniature stage, a platform on which a model 
house is situated, a counter for use by the 
exhibit attendants, and the curtain backdrop. 

The nine “tripeds” break down into small 
sections for shipping, and they can be erected 
by workmen at the exhibit site with a bare 
minimum of instruction. This is possible be- 
cause the workmen need not follow a rigid 
pattern in putting the exhibit up. Each “tri- 
ped” is interchangeable with any other part. 
The whole exhibit can be put up in about 
four hours with only a screwdriver needed 
for the job. 

The miniature stage is a box of framed ply- 
wood with an opening in front 2 by 5 feet. 
On a track running from left to right across 
the stage are 22 figures, each 12 inches high, 
depicting the various trades and professions 
associated with the building of a house. There 
is a prospective home-owner and his family, 
a contractor, mason, carpenter, electrician, 
plumber, landscape gardener, lawyer, archi- 
tect, and so on. To the right of the stage is 
a large platform, 3 feet 6 inches by 8 feet, 
on which is situated a model house on a 
landscaped lot. At the back of the lot is a 
panel showing the first and second floor plans 
of the model house. 

The next panel lists some of the materials 
needed in the construction of the house and 
photographs along the bottom of the panel 
show some of the basic industries involved in 
the production of the materials. This panel 
is made of natural plywood and, like the 
others, is simply hung on the aluminum “tri- 
ped” frame. The counter, located to the right 
of the exhibit, is faced with natural birch 
plywood and the top is painted “Masonite”. 


Maria Massey Joins 
Advertising Agency 

Author of the book “Displaying Men’s 
Wear” and for some years display editor 
of Men’s Wear magazine, Maria Massey 
is now with Benton & Bowles, Inc., New 
York City advertising agency. 


DISPLAY WORLD 


for 
Sales-Wise 
Planning 
of 
Appealing 
Displays 


Materials 


40 PAGES Catalog 
FULL OF FASCINATING NEW DISPLAY IDEAS 


THE REYBURN MFG. CO., INC. 
ROYERSFORD, PA. 

MAIL YOUR 1951 FALL AND CHRISTMAS CATALOG TO: 
NAME 





ADDRESS 





city ZONE —. STATE 

















yf Be Display pt eee 


THE W. H. WINDOW 
DISPLAY FORM CO. 


119-121 Avenue D New York City 9 


SOLD THROUGH JOBBERS ONLY 




















r) DISPLAY 


_..on and off the record 





—Lee W. Court, display director of 
Filene's, Boston, is seen in interested 
conversation with Hattie Carnegie (left) 
and Jacqueline Cochran at the recent 
First Assembly of American Women of 
Achievement, sponsored by the Boston 
Chamber of C ce. Court was on 
the steering committee for the occasion, 
and designed the medal which was pre- 
sented to the 25 women honored— 








—Two displaymen from widely sepa- 
rated parts of the world meet in the 
Copenhagen showrooms of Hindsgaul, 
Ltd., Danish qui facturer. 
At the left is Frederick Asmussen, The 
Myer Emporium, Melbourne, Australia, 
winner of the bronze plaque in DISPLAY 
WORLD's International Display Contest 
for 1950. At the right is Georg W. 
Peier, Crome & Goldschmidt, Copen- 
hagen, who won several medals in the 
same contest— 














—Well known in dis- 
play are, in the usual 
order, Howard Abra- 
hams, manager of the 
Sales Promotion Divi- 
sion and Visual Mer- 
chandising Group, Na- 
tional Retail Dry Goods 
Association; Harold 
Melnicove, The Hecht 
Company, Washington; 
May Stern, NRDGA, 
and Carl Male, of the 
New York City office 
of W. L. Stensgaard & 
Associates, Inc.— 














—Vacationing in Bermuda are, left, 
Mr. and Mrs. Irwin Gans, Stamford, 
Conn., and Mr. and Mrs. Morty Kuff, 
of Washington, where Kuff is display 
manager for the local Bond store— 


—Otto Lasche, display 
manager for Kline's, St. 
Louis, and friend. The 
place: Sammy's Bowery 
Follies, New York City— 


—Frank P. DeWitt, president, 
Shoe Form Company, Inc., 
Auburn, N. Y., presents a gold 
watch to Peter Severin in ap- 
preciation for his 25 years of 
continuous service with the 
company. Isaac Goodfellow, 
assistant general manager, 
looks on— 
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Two Tie For First 
In Coty Contest 

Two Pittsburgh stores tied for first place 
in a Coty window display contest featuring 
“Muguet des Bois” perfume and perfumed 
accessories. Entries submitted by E. L. 
Vollmer, Joseph Horne Company, Pittsy 
burgh, and by Herman S. Ganter, Gimbel 
Brothers, Pittsburgh, were accorded first 
prize by a jury including Irving Eldridge, 
assistant manager, Visual Merchandising 
Group, National Retail Dry Goods Asso- 
ciation, and Dana O’Clare, visual mer- 
chandising consultant, both of New York 
City. 

Coty awarded the full amount of the $500 
first prize to each of these two display di- 
rectors. 

Third prize of $200 went to J. Norman 
Hoff, Kline’s, Kansas City, and two prizes 
of $100 each were awarded to W. M. Klein, 
Polsky’s, Akron, and George M. Allen, 
Castner-Knott Company, Nashville. 

Because of the very high standard of many 
of the entries, the judges asked that honor- 
able nientions be given to five additional 
display directors: Ralph M. Gollahon, John 
Shillito’s, Cincinnati; Jean D. Maddle, The 
Peerless Store, Pawtucket, R. I.; Hans 
Carstens, Younker-Davidson’s, Sioux City; 
Joseph H. Blain, Hochschild Kohn & Co., 
Baltimore, and D. M. Tice, Tepper Brothers, 
Plainfield, N. J. 


Arthur Waldron Resigns 
At Brooklyn Store 

After almost half a century with Frederick 
Loeser & Co., Brooklyn, Arthur Waldron 
has resigned as display manager. Bernard 
Kane, who has been interior display man- 
ager, takes over the position formerly held 
by Waldron. 


Werner Lewy Appointed 
By Lillian Greneker 

Lillian Greneker, Inc.. New York City 
mannequin firm, has appointed Werner Lewy, 
Chicago, as midwestern representative. He 
will cover Illinois, Minnesota, Iowa, Wis- 
consin and Missouri for the company. 


Allen Succeeds Sealy 
At The Addis Company 

Succeeding Francis Sealy, who has re- 
signed in order to move to California, Ralph 
Allen has been named display manager for 
The Addis Company, Syracuse. 


Daughter Is Born 
To Flint Vierhellers 

If Flint Vierheller, Garrison-Wagner Com- 
pany’s representative in Missouri, Kansas 
and Oklahoma, seemed to show his new 
fall line a bit hurriedly on his recent. road 
trip it was because he was trying to beat 
the stork back to St. Louis. The new 
daughter has been named Laura Lee. 


COMING UP! 
National Farm Safety Week 
National Aviation Day 
Labor Day 
National Tie Week 
National Home Week 


July 22-28 
August 19 
September 3 
September 8-17 
September 9-16 
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Fit Wig style 
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Sold through leading display distributors. 


Judge for yourself 
that the Multi-Fit 
Wig is superior in 
STYLE, FIT and 
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Complete satisfaction guaranteed 


MULTI-FIT WIG CO. 


35 W. 36th STREET © NEW YORK 18, N.Y. 
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Let's All Help 
In The Scrap Drive 

As steel plant inventories of iron and 
steel scrap fluctuate between days and 
only a few weeks, a dangerously low level 
as compared with a normal 60-day supply, 
it would be well to consider the serious 
effects a continued scrap shortage can have 
on the American economy. 

Under the press of an emergency the 
length of which none of us can foretell, 
the steel industry is committted to supply- 
ing steel for direct military uses, defense- 
related products, and also record quantities 
’ of consumer items. This can all be done 
if new steel-making furnaces or those 
now being built are not kept idle at some 
time during the year because of a scrap 
shortage. 

The task of rebuilding depleted mill 
inventories of heavy scrap is a big one. 
But other drives for industrial scrap, both 
during World War II and again in 1947, 
were successful. Here is what must be 
done. 

Large tonnages of production and dormant 
scrap can be found in plants and on indus- 
trial, commercial and civic properties. Dor- 
mant heavy scrap is all idle, obsolete ma- 
chinery and equipment in plants, tools, dies 
and jigs, damaged or useless equipment, 
and other things made of steel. It can be 
found almost anywhere. 

These things must be declared obsolete 
by someone in authority, sold as scrap, 
and started moving back to steel-making 
furnaces. 

How long the current 
will last can not be predicted. Current 
inventories must not only be increased 
to maintain production but also to increase 


scrap emergency 
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them to a safe-working level to avoid a 
similar situation this winter when seasonal 
collections fall off. 

This year steel companies will need about 
32,500,000 tons of purchased scrap — some 
3,500,000 tons more than last year’s record 
tonnage. Next year they will need over 
35,500,000 tons. 

These additional tonnages of scrap do 
not have to be manufactured —they need 
only to be found. When scrap has been 
found, see that it is moved to the nearest 
scrap dealer. 

The nation’s steel mills need “Scrap for 
Steel for Defense.” 

While displaymen of course do not have 
as much opportunity for disposing of scrap 
steel as those in other lines, every bit helps. 
With everyone in this field on the alert 
to get rid of every possible bit of scrap 
the total tonnage that can result may be 
quite impressive. All of it is needed ur- 
gently. 


"America's First Ladies" 
Offered For Display 

Miniature figures of the wives of Ameri- 
can presidents, from Martha Washington 
to the present, have been prepared by Ethel 
McLean, sculptress, and are now offered 
to the display field on a rental basis, Each 
figure is approximately 18 inches high and is 
dressed either in a reproduction of the 
inaugural gown or another gown worn 
on a state occasion. 

The miniatures are protected in individual 
glass museum cases and special lighting 
has been devised to show each to the best 
advantage. Detailed information can be 
had from Miss McLean at 45 East 5lst 
street, New York City. 
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Schroeder Resigns Post 
With Montgomery Ward 

The resignation of Hugo F. Schroeder 
as head of New York retail display for 
Montgomery Ward & Co. has been made 
known. He is now with a lithograph firm. 
Patrick McReddy, who has been with the 
Chicago office of Ward's, succeeds Schroe- 
der. 


Winston-Salem Store 
Names Williams 

Succeeding Jane Wrigley, resigned, John 
Roger Williams has been appointed display 
manager for the Anchor Company, Winston- 
Salem, N. C. He had been with Smith & 
Welton, Norfolk, Va. 


Sabaneeff And Ravel 
Form Own Firm 

Basil Studios is the name of a new dis- 
play firm which will specialize in papier 
mache properties of various kinds. Located 
at 161 East 33rd street, New York City, 
the company was organized by Basil Saba- 
neeff, formerly with Staples-Smith, Inc., 
Brooklyn, and Anthony Ravel. 


Simon Heads Display 
At Rosenfield's 

Formerly first assistant at Levy's, Hous- 
ton, Marvin L. Simon is now with Rosen- 
field’s, Baton Rouge, La., as display man- 
ager. 


Smith Heads Display 
For El Paso Store 

J. Lowell Smith, formerly of Hanny’s, 
Phoenix, has been named display director 
for Al’s Shop for Men, El Paso. 





Since the first issue of DISPLAY 
WORLD appeared in August, 1922, 
the subscription price has remained 
unchanged at $3.00 per year. During 
this time the magazine has been pub- 
lished without interruption, bringing 
to its subscribers each month the 
latest information on contemporary 
display throughout the world, news 
of the field, and the most recent de- 
velopments in materials and equip- 
ment. 

During these 29 years the cost of 
producing a magazine has risen al- 
most unbelievably. Paper costs have 
gone up time after time, as have those 
of labor, engraving, press work, and 
everything else connected with pub- 
lishing. DISPLAY WORLD has ab- 
sorbed these rising costs over the 
years, believing that a magazine serv- 
ing a given field should be kept as low 
in price as possible. 

Now the time has come when pub- 
lishing costs have reached a point 
where it is absolutely necessary to 
increase the subscription price of 
DISPLAY WORLD if it is to con- 
tinue rendering its customary service. 





Announcement 


Therefore, effective September 1, 
1951, the annual subscription rate will 
be $4.00 for the United States, Canada, 
Pan-American countries, the Philippine 
Islands, and Spain. Subscriptions 
for other countries will be $5.00 an- 
nually. Single copies will be priced 
at 40 cents each. 

Actually, this increase in rate covers 
only a very small part of the great 
increase in publishing costs over the 
years. 

We know that our thousands of 
loyal subscribers will understand the 
situation and will realize that this step 
is taken with the greatest reluctance. 
We are proud of the fact that it is 
the first subscription increase in DIS- 
PLAY WORLD’s history — a period 
of nearly three decades. 

The publishers of DISPLAY 
WORLD pledge their continued ef- 
forts to bring display a publication 
of which it can be proud, one which 
will continue the high standards 
which have made DISPLAY WORLD 
outstanding in the field of business 
and trade magazines. 
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NEW YORK DISPLAYS 
[Continued from page 31] 


window, while an upright black seamless 
panel with torn edges was spaced off-center. 
On this was depicted in white the roof sec- 
tion of the St. Regis. The drawings also in- 
cluded small flags in faint blue, red or white. 

The floor was covered in dark green 
burlap and pale blue was the choice for the 
background curtain. 

The mannequins looked very smart and 
cool in their black crepe or shantung dresses, 
accessorized by gloves and small hats of 
“Cloud Blue”. 

The natural choice of certain picturesque 
display props by Display Director John 
Robert Cobb, of Henri Bendel, created a 
pleasingly nostalgic feeling when a char- 
treuse silk chiffon “Dinner At Home” dress 
with blue cornflower trim was presented. 

The mannequin, as if in anticipation of 
the evening, was seated on a blue swing 
which was suspended by ropes made of the 
blue cornflowers. Grass matting covered 
the floor of the window and was dotted with 
single flowers plus clusters at either end. 
Pale gray-green ninon draperies were hung 
in a wide semi-circle for background. 

Both the display arrangement and _ the 
fashions quite lived up to the message which 
read “We love the New York look .... so 
poised .... so polished... . so prophetic” 
in an Arnold Constable window. And the 
display props again illustrated the ingenious 
adaptation of certain units which at first 
glance might seem far afield to the display 
estate. 

For an effective and practical accessory 
unit, Display Director Charles Lenhart chose 
a split bamboo fish trap which originated 
in the South Pacific. Lacquered in black, 
a light was inset in the top, thereby con- 
centrating interest on the perfumes and 
black handbag held by a Balinese figurine; 
all of these items were grouped on a cir- 
cular glass shelf inset just below center. 
Roses in the gold melon color made a finial 
for the fish trap, and tropical lilies in the 
same shade with sprays of fern and a second 
handbag were caught at the base. 

Swags of black silk rope and tassels 
carried to the right created a dramatic 
feeling as well as providing balance to 
the setting. A number of white and gold 
containers of Lucien Lelong’s stick cologne 
were grouped against tropical baskets. 

“The Black and the White 
Simpson's variations .... a brilliant stac- 
cato collection ” was the theme used by 
Display Director Henry Callahan in four 
Lord & Taylor windows. 

A light, airy quality was sustained through 
the use of crossing garlands of white tissue 
fans which were kept in motion by a con- 
cealed electrical device. Five white Chinese 
lanterns suspended at varying levels pro- 
vided both a festival touch and the featured 
accent on white. 

The black shantung costume to the right 
included a full blown pink silk rose at the 
waistline; the black suit of the second used 
a black and white striped blouse with bolero 
jacket, while costume jewelry pinned at the 
neckline completed the design of the man- 
nequin to the left. The backwall was in 
black and the floor was laid in black and 
white tiles. 
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IRIDESCOL PEARL LACQUER 


Produce true pearl effects with this rich pearl lacquer pigmented with natural 
marine products. Creates luster of shell like beauty. Excellent for finishing 
gilded moldings. May be brushed, sprayed or dipped. 


Price per Quart. .. $3.50 postpaid 
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From Du Louvre 


Here we have a group of six displays by A. Manera, Grands 
Magasins du Louvre, Paris, a number of them with unusual 
props, ideas or treatments. 


For example, the first display has a valance and side drops, 
swagged back, made of ordinary straw sewed together in strips. 
Each step in the central platform is covered with the same ma- 
terial. The chandelier is made up of grapes, apples, oranges 
and other fruit, while flanking the central platform are two 
fruit-laden trees. 








Umbrellas are combined to form jaunty, dancing figures in 
the second window. 


In the third display fabrics are placed on wire frames to form 
colorful butterflies. 


Next is a display of laces, the material draped like garlands. 


“Homage to Fabrics” is the title of the fifth display, with the 
central figure picked out by dramatic spotlighting, which also 
illuminates four suspended cherubs and drapes of fabrics in the 
background. 


Concluding the series is a window whose principal props are 
hearts. The large unit in the center is a wire heart covered 
with foliage and decorated with smaller hearts here and there. 








For years a talented group of West Coast creative minds has been making 
magnificent contributions to the art of Visual Merchandising. 

Seems that almost every time a prize-winning display was conceived, 
Pacific Promotions (corporated disguise for these geniuses of Display) 


were back of it. If you’ve missed this rare crowd’s 
highly successful store jobs for Anniversaries 

and Important Events, now’s the time to find out 
what’s cooking in animated and still displays 

for Christmas. Store execs who saw sketches here 
or at the NADI Chicago Show were—yes—enthralled! 
You interested? Better write or phone us today! 


() 4 
1 CMM nee hue, 498 Seventh Avenue, New York 18 * Dot Williams, president 


Mudge And Sandifer 
Win Baseball Contest 

W. G. Mudge, Armstrong Clothing Com- 
pany, Cedar Rapids, lowa, and E. N. San- 
difer of the Tenk Hardware Company, 
Quincy, Ll, have been announced as first- 
prize winners in the thirty-third annual win- 
dow display contest conducted during “Let's 
Play Ball” week by the Sporting Goods 
Dealer, St. Louis trade publication. 

Mudge, who built his display on the theme 
of “The American Way — Baseball Today”, 
the official slogan of organized ball’s anni- 
versary year, was awarded $100 in the divi- 
sion for windows with a front footage ex- 
ceeding 10 feet. Sandifer’s display, fea- 
turing old-time stars of baseball on the 
theme of “Baseball Players, Like Old Sol- 
diers, Never Die”, received a similar $100 
prize in the class for smaller windows. 

Other winners in the display contest were: 
Class 1, second prize, $25, Clyde M. Ward, 
The Athletic House, Knoxville; third prize, 
$15, James M. Ross, Morehouse & Wells, 
Decatur, Ill.; fourth prize, $10, Ben Starkie, 
R. H. Macy & Co., New York City. Class 
2, $25, Steve Kondas, Stambaugh- mpson 
Company, Youngstown; $15, Henry Tabak, 
Kiner-West, Alhambra, Calif., and $10, Don 
Harget, S & H Sport Shop, La Crosse, Wis. 


Watkins Announces 
Birth Of Son 

Tom Watkins, display director of Ellis 
Stone & Co., Durham, N. C., and Mrs. Wat- 
kins announce the birth of their second 
child, a son, on June 16. He has been 
named Thomas Homer Watkins, Jr. 


MARY BROSNAN MANNEQUINS 


The GoldE Rotochrome creates in- 
terest, attracts attention, gives every 
display colorful life. R » 
moving color moves me ise! 





6 continuous color changes--totally 
enclosed — absolutely safe — com- 
etely automatic — compact and 
— 500 watt brilliance — 
sturdy base—adjustable beam size. 
500 watt—500 hour long life lamps 
available. Pipe clamps, wall and 
ceiling hanging brackets also sup- 
plied at nominal cost. 


Ideal for store windows, 
displays, exhibits, a eats 
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Santa Comes To State Street 


N November 18 last year some 500,000 
O people poured into the downtown 

area of Chicago to witness the lar 
Santa Claus parade in the city’s history. 


hundred policemen were required to keep 
the crowds from flooding into the street. 
Sponsor of the event, which marked the 


official opening of the Christmas shopping 
season, was the progressive State Street 
Council. 

Of chief interest from a display stand- 
point were the 86 enormous figures from 
Mother which were mounted on 
lamp standards along State street for nine 
blocks from Wacker Drive to Harrison 
street. Included were Miss Muffet, Old 
King Cole, Humpty Dumpty, Bo Peep, and 
the other more familiar characters. As an 
example of their size, Old King Cole stood 


Goose 


14 feet tall and weighed 300 pounds. Thirty- 
two additional lamp posts held gay candy 
canes 20 feet in length. 

The parade itself was made up of 17 
elaborate floats, seven of which were spon- 
sored by the State Street Council. Four 
Chicago newspapers were represented by 


—More than half a million people saw the 
parade opening the Christmas season along 
Chicago's State street last year . . . Top, 
center, the figure of Little Miss Muffet on one 
of the lamp standards; 86 Mother Goose 
figures were used, along with dozens of giant 
candy canes .. . The freighter was converted 
into the "S.S. Santa Claus" for the occasion. 
. . « Below, 20-foot candy canes in prepara- 
tion . . . Little Bo-Peep, as were the other 
figures, was made in six sections for easier 
handling— 


floats featuring Kukla, Fran and Ollie, 
Howdy Doody, Dogpatch, and other comic 
strip or television figures. Occupying the 
principal place in the parade was Santa 
Claus himself, standing in a giant sleigh 
drawn by eight 18-foot golden reindeer. This 
float was almost a block long and was made 
in five sections. The deer were the same 
ones that had been used along State street 
during the preceding two years. 

An unusual addition to the Christmas sea- 
son opening celebration was a 250-foot lake 
freighter which arrived in the Chicago river 
completely converted into the “S.S. Santa 
Claus”, draped in Italian holly garlands, 
carrying 120 Christmas trees, 25-foot candy 
canes, and reindeer. The conversion was done 
in one day while the ship was en route 

[Continued on page 68] 
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AND DECORATIONS 


BULKTON Duplex Foil “FEATHERTWIST” 


ROLL SIZE 
3 in. wide x 30 ft. long 


LIST $1.95 PER 


PRICE ROLL 


BULKLEY-DUNTON & CO., Inc. 


(Silver on one side, color on the other side) 


Twist it and use it as a garland. Excellent for borders, fringe, etc. 
Create your own dramatic and novel effects with this sparkling 
Duplex foil die cut ribbon. 


COLORS 
Green & Silver Fuchsia & Silver 
Red & Silver Blue & Silver 
Gold & Silver 


295 Madison Ave., New York City 17 





Rules On Pricing 
Given By OPS 

Advice was received from OPS. Washing- 
ton, on June 25 that instead of issuing a new 
regulation that was contemplated to solve 
the problem of filing price schedules for 
custom-made commodities, display and sign 
manufacturers will be required to govern 
their pricing by Ceiling Price Regulation 22, 
as amended. 

Briefly, the application of the regulation 
can be summarized as follows: If the total 
net sales of a display or sign order do not 
exceed $10,000 it is not necessary to prepare 
or file a report with OPS. However, it 
will be necessary to keep records on each 
job. Those firms that manufacture stock 
items were required to file Form 8 by July 
2, 1951, in accordance with the requirements 
of CPR-22. When a sale exceeds $10,000, 
the manufacturer must file a report on each 
sale with OPS under the terms of Sections 
32 and 40 of CPR 22, using a form that is 
to be provided by OPS field offices. Dis- 
play and sign manufacturers should secure 
copies of CPR 22 and of Amendment 3 from 
their nearest OPS offices and should inquire 
regarding forms for filing data on sales 
that exceed $10,000. 

An explanation in Amendment 3 states, 
“In the interest of eliminating the number 
of reports required from manufacturers who 
normally make a vast number of new com- 
modities each month but in the same basic 
categories the requirements that a report 
be prepared and mailed to Director of Price 
Stabilization 15 days before a new com- 
modity is sold has been eliminated where 
sales of the new commodity are not expected 


to exceed $10,000. However, where sales ex- 
ceed the original expectations, the seller 
will be required to file such report before 
sales in excess of that value may be made.” 

Applying this ruling to the display and 
sign industries, a high percentage of firms 
will not be required to file pricing informa- 
tion, since the majority of sales are under 
the $10,000 figure. Some of the larger manu- 
facturers will be affected in cases where 
orders consist of a large quantity. 

In cases where sales exceed $10,000, several 
provisions in CPR 22 will apply. According 
to information received, manufacturers will 
be permitted to classify their commodity as 
“new”, because of the custom nature of each 
order, and will be required to file informa- 
tion as outlined in Sections 32 and 40 of the 
regulation. 

Under Section 32, the manufacturer deter- 
mines the price of a new commodity by ap- 
plying the cost of a “comparison commodity” 
—a commodity that compares as closely as 
possible with the new commodity to be priced. 
Determine the price at the base period (any 
three month period prior to June 30, 1950). 
Then determine an adjustment factor for 
labor and material, based on a percentage 
increase of material from the base period 
to December 31, 1950, and the labor increase 
from the base period to March 15, 1951. 
Add the cost adjustment to arrive at the 
current selling price, which becomes the 
ceiling price for that commodity. Section 
32 contains a provision that before selling 
the commodity for which a price was de- 
termined by the above method, the manu- 
facturer must file a report with the Director 
of Price Stabilization and may not sell 


the commodity until 15 days after mailing 
the report. 

Section 40, however, if used, eliminates 
the necessity of this 15 day waiting period. 
The section reads, “Nothing in this regu- 
lation shall be construed to prohibit your 
making a contract or offer to sell a com- 
modity at (a) the ceiling price in effect 
at the time of delivery. You may not, 
however, deliver or agree to deliver a com- 
modity at a price to be adjusted upward 
in accordance with any increase in a ceil- 
ing price after delivery.” 

One point worthy of mention is that in mak- 
ing the sale before filing price ceilings 
with OPS, the manufacturer risks a down- 
ward adjustment in his price should it be 
found that he has increased his price unduly. 
As long as he establishes his price, working 
from the base price of a comparable item 
and adjusted upward by an overall per- 
centage increase in labor and material costs, 
his price will reflect the proper condition, 
but should he raise his price beyond this 
point he is subject to adjustment. 


Expansion Move 
For National Form 

Irving Silverman, president of National 
Form and Fixture Company, announces that 
the showrooms of the firm have been moved 
to 101 West 31st street, New York City. 

To mark the opening of the new show- 
room and line on June 20, Silverman further 
announces that his company has acquired 
the plant of Plastic Age Creations, 164 
Duane street, and now has complete fa- 
cilities for the manufacture of anything 
in “Lucite” for the display field. 
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THIS WIG — 
WILL FIT! 


BRUNO'S 


Vari -- Shape 


MANNEQUIN WIGS 


The reason you don't have to send mecs- 
urements! Simply . . . it's because Vari- 
Shape Mannequin Wigs FIT! They're made 
with a special rubber base and come in 
any color desired. 


Write for Descriptive Literature 
and New Style Chart 


HERZBERG-ROBBINS, Inc. 


457 West Broadway, New York (2) 

Se eee SS SS SSS SS See eee aeaaaaee 
Gentlemen: 

Please send me your latest circular on man- 
nequin wigs. 
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THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41,Ill. /] 
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MANNEQUIN REFINISHING 
[Continued from page 25] 

based surfacing compound is right. It has 
good bonding qualities and is ready to sand 
in minutes. In any thickness, however, it 
sets slowly, and shrinks. Scrapings from 
the semi-dried bottom of a can of lacquer 
paint is practically the same _ material, 
especially in a can of white wood under- 
coater. Besides the surfacing compound, 
which is put up for the furniture trade, a 
dark gray “spot putty” is put up in tubes 
for the body and fender mechanics. Both 
are lacquer based, but the former dries to 
a sanding consistency comparable to wood, 
and the latter comparable to metal. By 
pigmenting your white surfacing compound 
on your lacquer can scrapings with flesh 
lacquer color you will find fewer coats of 
finish necessary and a saving in painting 
and drying time you will soon appreciate. 

Elbow breaks may need reinforcing on the 
inside of the arm before surfacing, so that 
the breaks will not immediately open up 
again on handling. Short of such heroic 
measures as filling the arm with plaster 
from the shoulder end and overbalancing 
your mannequin with the weight, surgery 
should be undertaken with a knife or key- 
hole saw to introduce an L-shaped piece of 
¥%-inch plywood and a small quantity of 
plastic wood to hold it in place. Later the 
opening is stuffed almost full of paper, and 
plastic wood and surfacing compound in 
several applications used to build it out 
flush. 

Loose wrist and shoulder plates can be a 
problem, too. Sometimes the plate can be 
removed, the screw holes and any other 
likely spaces filled with plastic wood, and 
the plate and screws quickly replaced. Wrist 
and shoulder joints which bind or are too 
loose can usually be diagnosed with a lit- 
tle study and tightened or loosened by tap- 
ping or prying on the lock flanges or the 
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plates against which they work, or both. 

A troublesome repair is that necessitated 
by the breaking loose of the set screw as- 
sembly where the base rod enters the fig- 
ure’s body. It may be necessary to break 
into the back with a keyhole saw, removing 
a porthole big enough to work through with 
one hand, afterwards remounting the section 
by stitching at several points with very fine 
wire. The wire is recessed flush with the 
surface by scoring the finish and creating a 
fine groove in which it will lie. The wires 
and cracks about the porthole are then filled 
with surfacing compound. Alternately, as 
it is in an area which will never be seen, 
the entire area can be resurfaced with 
“Celastic’, which adds structural strength. 

Such surgery may sometimes be necessary 
further up the back for packing the re- 
verse sides of shoulder plates with plastic 
wood, when there is nothing left for the 
screws normally securing these plates to 
hold to except crumbled plaster and loose 
fibre. In such a condition additional screw 
holes can be drilled. They must be counter- 
sunk for flathead screws, so that the final 
surface will be flush. 

With all junction plates solid and all 
major repairs firmly joined and filled with 
wood dough or plastic wood, the next step 
is re-surfacing. With practice one should 
be able to apply the flesh colored surfacing 
compound so economically that on the one 
hand little sanding will be necessary, or on 
the other hand, little second coating. Do 
not skimp on the variety of grits used in 
sandpapering, starting at about No. 160 wet- 
or-dry, to 320 to 640. This surfacing is of 
extreme importance if the mannequin is to 
take a finish like new. If the deeper bruises 
and chip holes (beyond 1/16- or 1/32-inch) 
have first been filled with plastic wood there 
should be no shrinking in the surfacing 
coats. 

When 


all breaks and cracks have been 
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treated until they feel flush with surround- 
ing surfaces to the touch, it is time really 
to get down to business. There are with- 
out doubt a number of locations appearing 
smooth but actually filled with sanding dust, 
and on painting they would reappear. The 
mannequin should now be washed, and for 
the final period of surfacing fine wet-or-dry 
sandpaper should be used with a small 
amount of water available from a sponge. 
The water continually washes out the 
sanded dust, giving one a true picture of con- 
ditions, and at the same time continually 
keeping a fresh cutting edge on the paper 
next to the work. For our best instructors 
in this kind of work we should go to the 
automotive body and fender mechanics, who 
are in the practice of making over rumpled 
fenders with chipped paint surfaces into 
glossy jobs like new. Using the harder 
gray spot putty on a hard rubber pad (to 
adapt to curved surfaces) they will, for 
example, carry a 2-inch taper across the 
surface from a chipped paint edge. They 
wet sand until the outer portion of the fill 
is so thin that it becomes transparent, with 
the color from the under surface showing 
through. For this reason it is better not to 
match exactly any flesh tones in mixing the 
surfacing compound and any undercoat. 
Visibility will be better if the various layers 
are differently colored, to an extent. Obvi- 
ously, excellent workroom lighting is im- 
portant at this point. 

Viscosity in the surfacing compound can 
be controlled by letting the mix dry out in 
the can, or by adding lacquer thinner. One 
needs to get used to its application; for 
example, in the filling of a circular depres- 


sion one works from the center out to all 
sides to prevent cracking open the still 
plastic new surface. 

In sanding it is better to avoid using 
the fingers as support for the paper on the 
larger surfaces. Gouge lines may be worn 
by the pads of the fingers. A hard rubber 
support for the sandpaper is better, and 
pieces of dowel or cardboard as supports 
for working on fingers or tight curves. Do 
not be afraid of wearing dewn the original 
paint surface, although in general it should 
serve as your horizontal reference plane. 

As part of your surfacing program you 
may wish to prime coat areas over which 
you have been working. This is the final 
test; blemishes and incompleted tapers still 
undetected may show up. Another way of 
looking at prime coating is that the final 
application of surfacer is being applied with 
the spray gun instead of with the hard 
rubber pad. The material is substantially 
the same, especially if a heavy lacquer paint 
called white undercoat or white wood sur- 
facer is used as base. A spray coat of this 
will add measurable thickness, which in turn 
can be wet sanded for complete smoothness. 
When it gets so thin that the colors from 
your surfacing and original finish commence 
to show through in the highest spots, the 
sandpaper should be commencing to cut 
through in the lowest spots as well. In 
other words you are working in terms of 
thousandths of an inch, and it is time for 
painting. 

The finishing will be only as good as the 
surfacing will permit. As implied, best re- 
sults will be obtained when filling and sur- 
facing are handled as two separate steps, 





DISPLAYS 
a+ 


[hie Compl l 


QUALITY 


Linn oO] 


PLASTIC 
DISPLAY FIXTURES 


Over 500 Stock Units 


LUSTRA-CITE 
INDUSTRIES, INC. 


225 W. 28th St.. New York City 











54 


with two or more materials. Finishing is a 
third step, with lacquer spray paint. 

Painting problems irclude control of gloss, 
texture, and the fading problem, as well as 
the matching of colors. 

Unless for some temporary purpose such 
as an exotic color for a window or fashion 
show, all finishing should be done in lac- 
quer with the spray gun. Water paints dry 
too flat, with a surface which will imme- 
diately acquire finger prints and rub marks. 
Semi-lustre wall paints and enamels dry too 
slowly between coats, and will spoil the 
surface for the next refinishing since over- 
painting with lacquer will raise blisters. 

There is a nice problem to be solved in 
the amount of gloss desired, and in how to 
obtain it. The balance to be reached is 
between a finish which will be too flat, and 
hence not durable, and one which will be 
too glossy, and hence unnatural for flesh 
appearance. 

There are several means of regulating the 
gloss, and the refinisher should be master of 
all of them because of additional factors 
involved. The first is in the selection of the 
white lacquer base for your flesh paint. 
Automotive lacquers are the extreme in 
gloss. White wood surfacer or undercoater 
is the extreme in flat finish. Both should 
be stocked, and mixed from % flat in pro- 
portion, to % flat, determined on experiment 
with the paints available. Addition of 
very small amounts of “lacquer control” to 
flat lacquer is another method. Still others 
depend on the proportion of thinner added, 
and the air mixture and distance from which 
the spray is applied (degree of drying be- 
fore hitting). The surest method of control, 
however, consists in obtaining or preparing 
the right white base, and working out a uni- 
form and constant technique for the applica- 
tion. 

Tinting colors can be automotive lac- 
quers, because of the ease with which they 
can be obtained locally, and because of the 
wide color selection available. The most 
important detail is obtaining the proper red. 
Toluidan red “bleeds” badly, and “blushes” 
or comes to the surface under certain dry- 
ing conditions. Most reds fade in a short 
time under the trying conditions of window 
climate, with the result that skin color yel- 
lows, or hem lines appear and prevent the 
use of bathing suits or play clothes on the 
figure. Red oxide, akin to chemically inert 
iron rust, will not fade, and is quite satu- 
rated enough for flesh tinting. Chrome yel- 
low medium and burnt umber complete the 
triad for your color base. If you expect 
all the work to be on adult female manne- 
quins, with no exact matches to make, a 
colored stock solution can be prepared, 
which can be added to the white base as 
needed. If your work will involve children 
and men frequently, it may be better to 
mix for each job. 

With junior miss types, the color will 
be heavy on the pink side (red oxide). 
With children the proportion will be vari- 
ously heavier on the apricot side (yellow) or 
tan side (burnt umber) or pale (additional 
white). With sophisticated woman types, 
the colors tend to be paler (additional white) 
or even bone white for novelty (small 
amount of black). With men an additional 
amount of burnt umber and perhaps yel- 
low will give tanned effects, with a diminished 
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proportion of the white base. In other words 
the three colors are always present, but 
their proportion varies, and, further, the 
proportion of mixed color to white base 
varies, too. With a little practice one will 
soon be able to tell at a glance what ad- 
dition is necessary to match a color, whether 
it be red, yellow, brown, white, or more 
than one. Results should be judged dry, 
which takes only a few seconds under an 
infra-red lamp or on paper held over a light 
bulb. Colors tend to lighten on drying. 

In handling hands and limbs for spray 
painting it will be convenient to have extra 
shoulder plates secured to the top of the 
turntable to which to secure the limb in an 
upright position. An alternate method is a 
hook support dropped from the ceiling of 
the spray booth with a swivel for rotating 
the arm. The hook will hold from the 
bracket on the arm plate, so that the entire 
arm can be painted at once and can dry 
completely before handling. 

Light diaphragm type air compressors 
producing 32 pounds pressure are adequate 
for lacquer spraying, although inadequate 
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for the heavier water paints. Heavier air 
compressors producing up to 75 or 90 pounds 
would be fine, particularly for the heavier 
mixtures desirous for the “orange peel” 
effect, described later. A traveling refinisher 
sometimes rents space in a garage or ma- 
chine shop where an air line is available. 

Spray coats of lacquer should be applied 
lightly for a hard, durable, quickly ac- 
complished finish. One heavy coat takes 
longer to dry than three light coats, and 
the chance of runs or reaction from under- 
coats is greater with the heavy coat. It 
may be possible to cover with one coat, 
or perhaps the repaired areas can be hit 
first, the rest of the surface covered, and 
then a second coat given the repairs. 

In lacquer spray painting if too much 
thinner is used and the gun is too far from 
the work the paint dries in the air and 
adheres to the work in a sandpapery man- 
ner. If too much thinner is used and the 
gun is too close, the glass factor increases 
sharply, as does the danger from runs. 
With not enough thinner the gun spits the 
paint out in tiny gobs, or refuses to siphon 
the paint. With the paint on the heavy 
side a condition develops called “orange peel” 
which automotive and furniture finishers at- 
tempt to avoid, but which a mannequin 
finisher might wish to develop. With one 
fairly heavy “wet” coat, with a minimum 
of thinner, but with ideal quick drying 
conditions (air draft and heat lamps) the 
paint goes on and dries in a slight texture 
such as is found on the skin of an orange, 
more reminiscent of flesh than is a smooth 
lustrous surface. . 

A special “old master’s” finish is applied 
not with a spray gun but with a brush. 
Lacquer paint can still be used, but with 
a wary eye on the thickness of the paint and 
on drying time. The paint is daubed on 
thick, the direction of the strokes varying 
constantly to give a double textured effect. 
The paint needs to be dry enough to set 
before smoothing itself out through surface 
tension, but not thick enough to cause the 
brush to stick and drag. Constant washing 
out of the brush in thinner will help. 

Linen covered figures may also be lacquer 
spray painted, but in surfacing even the 
smallest of breaks a piece of linen must 
be pressed into the coating of surfacing 
compound before it sets, for textural cam- 
ouflage. It is not necessary to re-cover 
with linen unless the area is large, in which 
case the entire section up to bends or joints 
should be covered. 

Although lacquer dries on the surface 
in a few minutes for handling, it remains 
soft for hours. All jobs should dry over- 
night. For transpertation even for a few 
blocks the figure should be disassembled 
and the parts completely encased in paper 
with masking taped seams, since the psy- 
chological effect of the first finger print 
or blemish is considerable. 


Wortman Replaces DaVoulas 
At Wilma Gowns 

Wilma Gowns, New York City, has named 
Don Wortman display manager. He was 
for some time with Kilgour’s, San Ber- 
nardino, California, and Joseph Magnin & 
Co., San Francisco. Wortman succeeds 
Gus DaVoulas, resigned. 
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A fairyland design to be used as a background piece for 
toys or in your Toy Department . . . brilliant red-orange with 
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direct. Immediate delivery. 
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Thanks... 


Thanks to the hundreds of displaymen who 
visited us during Market Week and for 
the nice things they had to say. 


We are continually striving to produce 
the best within the budget of America's 
stores, and for Christmas offer the finest 
at a price you can afford. 


Examine carefully the flowers and foliages 
in our new line and see why the General 
Display Corporation is recognized the 
country over as the Symbol of Quality. 
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Reduce glare with a minimum of 
light loss and at the same time 
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ing system! 
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NATIONAL CLOTHIER SERVICE, 608 
$. Dearborn, Chicago, Il. 
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Salute To Communications 


HE “Bargain Air Lift” with a great 
air show, a sensational “All-American 
Bargain Roundup”, the annual “Bargain 
Train” — these are the type of public service 
promotional efforts that have won Sattler’s, 
Buffalo’s largest department store, nation- 
wide recognition and top awards from the 
National Retail Dry Goods Association. 

In line with Sattler’s policy of stressing 
the public service aspects of the American 
way of life, the nation’s two most impor- 
tant communications systems, Western Union 
and the Bell Telephone System, joined 
forces recently at Sattler’s invitation. Their 
purpose was to help the store present a 
dramatic demonstration of the vital im- 
portance of long-distance telephone and 
telegraph service in the conduct of the 
business of a large retail operation whose 
wholesale sources dot the map of the United 
States. 

The store devoted over six months to 
the planning and preparation of its big 
“Salute to American Communications”, 
which continued for ten days. The slogan 
which headlined this event, “Sattler’s Buyers 
Burn The Wires”, underscored the part 
long-distance communications play in help- 
ing Sattler’s keep in daily touch with whole- 
sale markets. Actually, Sattler’s buyers sent 
582 telegrams and made 612 long-distance 
telephone calls to line up the array of bar- 
gain-priced merchandise offered to thrifty 
shoppers of Buffalo and western New York 
during this unusual promotion. The store 
scored an increase of 32 per cent over its 
volume during a like period of the pre- 
ceding year. 

Robert S. Cornelius, Sattler’s vice-presi- 
dent in charge of publicity, envisioned this 
bargain demonstration. Bell Telephone and 
Western Union cooperated with the store 
to the hilt in supplying genuinely interesting 
display material. Sattler’s went all out 


in its advertising and promotion for the 
event with a full-page announcement ad and 
multiple-page merchandise advertising in all 
the Buffalo papers. Sattler’s famous radio 
jingles and seven-day-a-week programs were 
utilized in the promotion. The store’s 25 
windows dramatized the communications 
aspect of the event together with impressive 
displays of bargain merchandise. 

Interior displays throughout the entire 
store dramatized the theme. Colorful signs 
spotted at the three main entrances and other 
key points featured jumbo-size sculptured 
heads of Sattler’s trade character, “Sandy 
B. Thrifty”, garbed in a Western Union 
messenger’s cap and with a large telephone 
to emphasize the slogan, “Sattler’s Buyers 
Burn the Wires to Bring You America’s 
Hottest Bargains”. The slogan was repeated 
in large posters hung in every department. 
These posters were alternated, one set 
featuring a Western Union telegraph blank, 
the other utilizing a telephone with encir- 
cling cord. Adding a note of realism to the 
interior display were power poles and cross- 
arms, with actual insulators and other fittings 
supplied by the communications firms. 

Banks of show windows featured displays 
showing the history of the telephone and 
telegraph from their beginnings down to 
present-day high speed communications. One 
display, comprising three windows, graphi- 
cally demonstrated how the telephone dial 
system operates. The animated diorama was 
electronically activated when a_ viewer's 
hand was placed on a “magic spot” on 
one of the windows. In another window 
sport fans saw the nation’s big-time base- 


—The Buffalo store offered free "Storkgrams” 

in a give-away which greatly increased traffic 

in its infants’ wear department during the 

Cc ications promoti The baby in the 
basket was animated— 
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ball games reported minute-by-minute 
through the Trans-lux tape projector. 

Inside the store, shoppers plugged into 
the New York Telephone Company's “Mys- 
tery Switchboard”, with lucky participants 
making free long-distance calls to any point 
in New York State. Western Union set 
up a complete branch office on Sattler’s 
main floor, with the company reporting a 
record-breaking number of Mother’s Day 
messages sent by Sattler shoppers. Visitors 
also saw a preview of Western Union’s 
amazing new “Desk-Fax”, which will send 
a full page telegram in a matter of a few 
seconds. 

Every department in the store chalked 
up notable gains during Sattler’s Communi- 
cations Salute, but perhaps the most spec- 
tacular success was enjoyed by the fur 
department. This department placed on 
sale a stock bought from a_ high-quality 
fur store in one of the country’s largest 
cities, and sold very expensive, fine quality 
furs in tremendous quantities. Despite 
the fact that May is an off-month for the 
fiir business, Sattler’s fur department reg- 
istered higher figures for the nine-day period 
of the promotion than during any preceding 
entire month in the store’s history. 

Although, like most of Sattler’s jumbo 
promotions, the “Salute to American Com- 
munications” had as its theme a major 
aspect of American enterprise whose inter- 
ests dovetail with retailing, the entire event 
was closely integrated with the store’s main 
aim—to move mountains of merchandise. 
Every display, demonstration or stunt — 
whether of historical, technical or tropical 
interest — was tied-in firmly with the major 
idea that “Sattler’s Buyers Burn the Wires 
to Bring You the World’s Best Buys!” 


Year Book Published 
By Detroit Club 


The annual year book of the Detroit 
Display Club has been issued, marking 
the thirty-fifth anniversary of the organiza- 
tion. Included is a complete roster of club 
members, the constitution and by-laws. 
Officers of the Detroit club are: President, 
William G. Toll, Sam’s, Inc.; vice-president, 
George L. Heidt, Crowley, Milner & Co.; 
vice-president, Robert E. Lee, J. L. Hudson 
Company; vice-president, Tice Vicary, De- 
troit Edison Company; vice-president, 
Frank E. Whitelam, Doerr & Associates, 
Portsmouth, Ohio; treasurer, Mrs. Ruth 
K. Bessman, Art Products Company, and 
secretary, Clare Lyke, Detroit Edison Com- 


pany. 


Atlanta Displaymen 
Now In Houston 

Lester Burton and Bob Smith, formerly 
co-display managers for the Atlanta unit 
of Franklin Simon & Co., are now with The 
Smart Shop, Houston. Burton is display 
manager, with Smith serving as assistant. 


Asmussen Leaves States 


For Australia 

Following a lengthy visit to the United 
States, Canada and Europe, Frederick B. 
Asmussen left San Francisco on June 20 
for his home in Melbourne, Australia, where 
he is display director for The Myer Em- 
porium. 
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for fashion focus 


Platform, copy card and direction 
signs—all are made of versatile 
Masonite Hardboards. 


unusual wall treatments 


A bit of imagination, plus 
Masonite Hardboards, makes 
striking back-of-the-counter displays. 


windows that work wonders 


Use Masonite Hardboards to 
support your ideas. They’re strong, 
smooth and tough. 


better displays faster 














with MASONITE HARDBOARDS 


Upstairs, downstairs, and in every 
window set-up, there’s a place for 
Masonite® Hardboards. 

These handy panels of wood-made- 
better help you create imaginative, 
eye-stopping displays at lowcost. And 
you can do all the work on the set or 
in your shop. Each one of the 19 types 
and thicknesses can be sawed, drilled, 


MASONIT 


planed and beveled with ordinary 
tools. You can even bend them around 
forms to simple, graceful curves. Their 
salvage value is high, for they can be 
repainted and re-used many times. 

Next time, ask your local lumber 
dealer about Masonite Hardboards. 
You'll find them willing helpers on 
every floor. 


CORPORATION 


BOX 777, CHICAGO 90, ILLINOIS 


“Masonite” signifies that Masonite Corporation is the source of the product 











THANKS 
A MILLION! 


We can’t begin to thank you for 
your wonderful response to the 
initial showing of our line at our 
newly opened New York show- 


room. 


Now and always our aim will be 
to serve you with superlative 
designs, excellent service and 
above all a price that will fit into 


your budget. 
4 , 
A Thanks again! 
Ms y Y 
DISPLAY DESIGNERS - MANUFACTURERS 
126 East 28th Street + New York 16, N.Y. 











© Piove it yourself! Test Sun Shades for sunfeding protec- 
tion . . . for visibility! They're Unconditionally Guoron- 
teed to give you years of trouble-free sun protection! « 


© 4 MAIL COUPON TODAY! No Obligation Whatsoever! ye 


Please send Free sample of SUN SHADES 
and a copy of your brochure. 


Store Name 
Per 
Address. 
City. 

THE SUN SHADE CO. 


7811-83-85 Chancellor Ave 














Irvington 11. New Jersey 
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Paul Roth Now With 
New York City Firm 

Paul Roth, who has written a number of 
articles for DISPLAY WORLD on display 
in Paris, has joined Maybelle F. Hall Com- 
pany, New York City advertising and pro- 
motion firm. He will serve as consultant 
on display and packaging. During his 
several years spent in France, Roth acted 
as fashion correspondent for a number of 
American stores and publications. Prior 
to that time he was with Gertz, Jamaica, 
as display stylist. 

Wray Williams Opens 
New Showrooms 

The Wray Williams Display Company of 
Louisiana, distributor of “Korrect-Way” dis- 
play products, officially opened new show- 
rooms with an open-house party on June 9. 
More than 75 displaymen and their wives 
attended. 

The spacious new showrooms and offices 
occupy the entire fifth floor of a building 
at 534 Canal street, New Orleans, located 
in the heart of the wholesale district and 
directly across the street from the New 
Orleans customs house. 

Offices and showrooms were planned with 
modern French gray walls and a studio at- 
mosphere. The floor plan consists of a 
number of individual showrooms—one for 
mannequin displays and all related items, 
one for garment racks, one for men, women 
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and children’s forms, one for decoratives 
and fabrics, and so on. 

Jack Lovejoy is in charge of sales and 
operations for the Wray Williams Com- 
pany of Louisiana. 

In the lower section of the photograph 
shown below is seen a portion of the man- 
nequin display room. 

Among those attending the opening were 
those pictured here. Reading from left to 
right: Emile Alline, Maison Blanche, New 
Orleans; Earl Jorgenson, House of Fashion, 
Baton Rouge; John Dial, Abbot-Wembley 
Department Store, Baton Rouge; Jack 
Lovejoy; Richard Sharp, Keller-Zander, 
and Elwood Coombs, Labiche’s, both of New 
Orleans. 

Efficency, Economy Claimed 
For New Reflectors 

MiroFlector Company, 1775 Broadway, 
New York City 19, has introduced a line 
of display lighting reflectors using ordinary 
lamp bulbs as the lighting unit; the com- 
pany claims increased lighting efficiency 
at less cost when its device is used. 

The reflectors are guaranteed for five 
years, including the finish, Aluminum and 
magnesium are combined in the finish to 
obtain a permanent high reflectance. By 
using either a clear or frosted lamp a spot 
or flood effect is obtained. Units are avail- 
able for R-lamp replacements, including 
those used in restricted space, or to replace 
R-40 or A-23 type lamps. Literature will 
be sent on application to the firm. 
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EXCITING 


1461 PARK AVE. 





ANIMATION FOR 


CHRISTMAS? 


See what 
we have 


to offer! 


MESSMORE & DAMON, INC. 


EYE-CATCHING 


e NEW YORK, N. Y. 








New Orleans Club 
Elects Officers 

New officers for the New Orleans Display 
Club were elected at a recent meeting held 
in the New Orleans Public Service audi- 
torium. Thirty-five members attended and 
participated in the election. 


—dJulius Greenberg is at the left, Henry Austin, 
president, at the right— 





Those selected to head the club until 
July, 1952, are: President, Henry “Buddy” 
Austin, New Orleans Public Service; vice- 
president, Julius Greenberg, who operates 
a display business in New Orleans; Frances 
Siegel, D. H. Holmes & Co. 

A supper for the officers and _ board 
members will be held at La Louisanne to 
outline the program for the coming year. 








* Boys and Girls 


FOR “BACK-TO-SCHOOL” 
PROMOTIONS 


Action styled individualized child 
designed to sell MORE clothes . . . 





Five manly boys ages 4, 6, 8, 10, and 12 years. 


Five vivacious girls of the same ages. 


Call or write today 
for information and prices 
on the new 


Korrect -Way Children’s Manikins 


ART.R. COHEN CO. 


810 PENN AVENUE PITTSBURGH, PENNA 


MR. ART R. COHEN, exclusive Korrect-Way distributor 
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MR. DISPLAYMAN— 


a The shortest and most direct 
approach to a successful seasonal or 
al display program is through 


FALt.— CHRISTMAS 
Display Guide 


It's the most. complete catalog of 
smart display “mhaterials, “props” fix- 
tures and ideas 7r.the Display Industry 
— it's chock-fulf@f hundreds of sug- 
gestions, photos aad samples. 


Use this modern“method of plan- 
ning your displays fog. the most im- 
portant selling period-of the year — 
you'll be amazed at th savings in 
time and money. py 


Write or wire for your free copy today! 


MARCUS 
WINDOW DISPLAY 
SERVICE, INC. 


One of America's Great 
Display Organizations 


as 
SEnvice 
V/ 


114 Lincoln St. Boston 11, Mass. 














perforated: 
shardboard 


The Versatile Display Panelboard 
with Universal Wire Fixture 


%" thick tempered hardboard. Perfora- 

tions 3/16" dia. 1" and %4" hole spacings 

available. Furnished in 36"x48" panels only. 

PER PANEL — 36''x48"'—on 

$ 95 orders of six or more pan- 

wi els. Less than six panels, 

$4.25 each F.0.B. Chicago. 

Prices include crating. 

Specity hole spacing desired—'/,"' on center or 

1 on center. Panels of both spacings may be 

combined to make up order for six or more at 
the $3.95 price. 

Universal Wire Fixture, 6" and 8" 

lengths ..............++.--40€ ea. 

PLAN TO VISIT OUR SHOWROOM DURING 

YOUR NEXT VISIT TO CHICAGO. 


LADON COMPANY 


730 S$. Wabash Ave. Chicago 5, Ill. 
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MONG the relatively few cities which 
are blessed with an active display 
club must be included San Diego, 

Calif., where the San Diego Display Asso- 
ciation has a record of one interesting meet- 
ing after another, plus continuing participa- 
tion in local civic events. 

The club is a comparatively new one, hav- 
ing been organized less than four years 
ago. Constitution and by-laws were drafted 
on the first day of November, 1947, and ap- 
proved by the board of directors shortly 
thereafter. 

The importance of club membership is 
stressed to each new member. As pointed 
out by President Stewart Wiggers, Whit- 
ney's: “We attempt to make clear to 
every new member the basic reasons why 
the San Diego Display Asosciation came 
into being, and how important it is to attend 
each monthly meeting. There are eight 
reasons listed in Section Two of our con- 
stitution, but we bear down particularly on 
these two: 

“1. To encourage and advance the art 
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- San Diego Display Club 
Has Active Life 


of display among men and women interested 
in display as a career, and to further its 
importance to employers and retailing ex- 
ecutives. 

“2. To work for good fellowship and a 
better understanding of common problems 
in the field of display and all its associated 
elements. 

“In addition, we stress the importance of 
cooperating in civic endeavors whenever 
possible. 

“Our regular monthly meetings are usu- 
ally held on the first Thursday of the month, 
and our goal is toe offer interesting programs 
composed of talent from our own organiza- 
tion, spiced by talks by others from ‘out- 
side’, demonstrations, motion pictures, and 
the like. Attendance on the average is good, 
except during the summer when vacations 
cut the ranks. 


“One important event of the year is a 
joint meeting with the Los Angeles group, 
the Southern California Display Associa- 
tion. We have held these. in Tiajuana, Old 
Mexico. 

“The main event, our big Christmas 
party, is timed for just before Christmas. 
And speaking of Christmas, we aided last 
year in the decorating of our large Civic 
Center, including two 46-foot trees and a 
Nativity scene using full size mannequins. 

“We have contributed to the Knute 
Rockne Foundation (Boys’ Town) planned 


—Above, Stewart Wiggers, club president, 

presents a trophy to a local high school girl 

for her winning design in a model window 

display contest sponsored by the San Diego 

Display Association . . . Below, members at 
a recent dinner meeting— 


kn he ae al 
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and a group from the club donated 
| a the armed services; this latter was 
televised,” 

Another event sponsored by the club is an 
annual model window display contest among 
local schools on behalf of California Public 
Schools Week. This year there were 20 
entries from city high schools. The winning 
design was reproduced in a full-scale win- 
dow by club members, a medal was awarded 
to the student designing it, and a trophy 
given to the school. 

Club officers, in addition to Stewart Wig- 
gers, are George Krotz, vice-president; 
Alfred Gabbs, secretary, and Richard Paden, 
treasurer. 

The photograph below shows members 
and guests at a meeting this spring. In 
the front row, left to right: Harvey Dixon, 
Whitney’s; Don Woodard, Jacobson’s; Mrs. 
A. Gabbs, Jay Displays; Gerand Rundle and 
Mrs. Eleanor Meadors, City Schools. 

Second row: H. Laak and P. L. Deluca, 
Display Equipment, Los Angeles; James 
Symons, designer; Stewart Wilson, Whit- 
ney’s; William Lamont, Benbough’s ; Thom- 
as Saw, Walker’s; Scotty Marlow, Ben- 
bough’s; Bob Ewers, Walker's; Stewart 
Wiggers, club president; Mrs. Elizabeth 
Hern, Western Display; George Krotz, Dis- 
play Equipment, and Alfred Gabbs, Jay Dis- 
plays. 

Third row: Larry Tokar, designer; Allen 
Hughes, Lloyd's; Lee Kuhn, Walker's; 
James Martin, Grand’s; James Kennedy, 
Roberts; W. H. English, Walker's, and 
Dick Paden, Roberts. 

“Display All" Introduced 
By Red Wing Products 

A space-saving displayer which shows up 
to eight garments at a time has been intro- 
duced by Red Wing Products, Bellerose, 
N. Y., under the name of “Display All”. The 
device consists of a heavy-duty clear plastic 
bar slotted to hold garment hangers, and 
equipped to fit any display stand. When 
attached, the bar holds the apparel in a 
slanting position. It can also be used for a 
variety of merchandise. Full details will 
be sent by Red Wing on request. 


A STAR IS BORN 
(Continued from page 19] 
hairline which brought about an unnatural 
and “wig-like” look. Now wigs can be ob- 
tained with a soft feather edge which gives 
the appearance of hair growing out of the 
head. 

We had a rather funny incident connected 
with these windows. The phone rang the 
morning after the windows were put in, and 
a rather hysterical woman demanded that 
we remove the “nude figures” in the win- 
dows as she thought them shocking and 
indecent. It seems that she was faced with 
the problem of explaining to her children 
what they were and why they were without 
clothes. Previous to this her little darlings 
had developed a curiosity about plunging 
necklines and questioned their mother with 
the familiar “why” as children will. There 
wasn’t much we could do for her and her 
problem. However, on the whole, it was 
very satisfying to see the interest the public 
took in these windows, because we were 
rewarded with crowds of people peering 
into them each day. 
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Parade Float Decorations! 


Immediate shipments made. 


Over 119 Beautiful Float Designs 


America's Most Complete Line of Float Decorations and Supplies. 


Catalog No. 51 of 119 Float Designs 
Sent Free Upon Request 


We manufacture our own beautiful float decorations! 


CHICAGO ARTIFICIAL FLOWER CO. 


3520 WEST FULLERTON AVE. CHICAGO 47, ILL. 
ALbany 2-656! — Dickens 2-4155 
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MADISONTA”” MANIKIN REFINISHING 
NEW YORK — 164 WEST 25TH STREET 
CHICAGO — I! S. DESPLAINES STREET 
DALLAS — 1209 S. INDUSTRIAL BOULEVARD 











LASTIC HANGERS 


NOW would be a good time to fill your hanger 
needs from a reliable manufacturing source. 
PROMPT DELIVERY at the “right” prices! 


WRITE FOR PRICES AND PARTICULARS 


NEW YORK 2, 


Ph A NRE oo AI EHS: 
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PATENT PANELS sicxctouies 


MR. DISPLAY MAN... 
Throw the Tools Away! 


Just clip PATENT PANELS together 


with a sna 


of your wrist, — no tools, 


no nuts and bolts! Yes, clip ‘em together 
—as many as you wish—take ‘em apart 
in a jiffy! Shift ‘em around, change your 
display from week-to-week ...day-to-day! 


Patent Panels always look different! They 
won't wear out! They're tough, they're 
eugene they're beautiful — the bese 
uy you ever saw. Use ‘em—you'll say, 
“How did I ever get along without 'em?’’ 


BACKGROUNDS @ 


SCREENS > 


CONSTRUCTION: Fine, pine milled wood nosing; SCREEN surface: per- 
forated, 44” tempered Masonite; BACKGROUND surface to order. 


SIZES: SCREENS double-sided, 4’ to 6’ high; 18” to 36” wide. 


BACKGROUNDS made to order. 


For free, descriptive folder - 


LAS Patent Panels Division of Wisconsin Studios, 


WISCONSIN \ 


822 NORTH STH STREET © MILWAUKEE 3 


THE SECRET! 


An ingenious Potent 
Clip, easily inserted 
ond removed by hand, 
locks Patent Panels to- 
gether firmly... 


y ill 














Processed for the display 
dealers. 


Get our samples and prices. 


Colors: Two Tone White and 
Pastel Colors. 


FLORIDA LEAF 
& FERN CO. 


W. C. & T. S. Rumbley 
SANFORD, FLORIDA 











CL 10 — ACTUAL SIZE 


TICKET HOLDERS 
Molded of CLEAR PLASTIC 


Pyramid Ticket Holder perfect for small 
point of sale pricing. 

Complete the picture of ultra-smartness 
created with plastic displayers by using 
ticket holders of clear plastic. These 
beautifully molded ticket holders are just 
the thing for soft line display. 


CL 10 Package of 50 
Lots of 100........ 


QUENSELL DISPLAYS INC. 


71-23 Austin St. Forest Hills, N. Y. 
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SANTA COMES TO STATE STREET 

(Continued from page 50] 
to Chicago, and required 500 man hours 
to do. Santa Claus was supposed to dis- 
embark down the gangplank, but the 
freighter ran aground just before reaching 
its dock and Santa, at some cost to his 
dignity, had to be lowered over the side 
and into a smaller boat from which he made 
his landing. 

To Silvestri Art Mig. Company, Chicago, 
fell the task of building the floats used for 
the State street parade, handling the dec- 
oration of the freighter, and constructing 
the giant figures for the State street lamp 
standards. Two shifts of men were en- 
gaged for seven months in producing the 
figures, and the estimated cost of Christ- 
mas decorations amounted to $75,000. 

Many structural problems were encoun- 
tered in fabricating such large figures, which 
had to fit around the posts so that the seam 
lines would not show. First they were 
made up as clay models, some 6,000 pounds 
of clay being required for this alone. After 
the models were made the figures were 
cast in plaster and dried out. Each figure, 
consisting of six sections, was then as- 
sembled. Silvestri had to cut a 16-foot 
square hole in the floor of the room in which 
they were built and use a chain hoist so 
the figures could stand erect inside the 
building. 

Following this the firm’s wood shop had 
to build a wooden frame on the half section 
on each side, the whole length of the figure, 
and apply trunk-clasp fittings. They then 
covered each figure with “Celastic”, about 
20 yards being required for each character. 
After this step in production, 12 men spent 
two days% painting the figures in natural 
colors. 

“Celastic” is a colloid treated fabric that 
becomes soft and pliable when dipped in 
a special softener solution and can then 
be shaped, draped or cast. It hardens to 
a stone-like quality and is impervious to 
weather. When used over plaster, rubber or 
papier mache it provides an extremely hard 
shell and makes shatter-proof the material 
it covers. 

Special trucks had to be designed to 
handle the sections of figures so they could 
be transported into different parts of the 
Silvestri factory. Twenty-six entire trailer 
loads —each 32 feet long— were required 
to deliver the job to State street, where it 
was installed November 16. The official 
Santa Claus parade was held two days later. 


Elgin Encourages Dealers 
To Use More Display 


For some time the Elgin National Watch 
Company, Elgin, [l., has given considera- 
tion to the problem of helping jewelers plan 
more effective displays for Elgin watches 
and other merchandise. In an attempt to 
provide dealers with tangible aid, Elgin 
is now issuing a quarterly brochure called 
“Your Displays” which points out the value 
of display to a jeweler, gives ideas for 
displays, shows available point-of-sale 
material, and lists sources for the material 
needed in connection with suggested set- 
tings. 
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INTERIOR DISPLAY 
[Continued from page 41] 


bach’s has done one of the finest wall panel 
designs we've seen in a long time. To 
decorate the men’s, boys’ and children’s 
shoe department, a series of extremely fine, 
artistic adaptations of Western folklore 
was executed in dramatic colors. A shelf 
unit set between two metal, extendable 
poles and decorated with colored wheat dis- 
played a variety of shoes in a modern set- 
ing as shown here. 

We have another stop to make in the City 
of Brotherly Love, at Bonwit Teller, Phila- 
delphia. In sweltering heat it is good to 
see a beach department like this one by 
Marc Bieler which creates an air of cool- 
ness and comfort not through the use of 
many “cool” symbols, but through the very 
simplicity of the shop’s design. Red and 
white striped awnings are set above the 
counters on both sides of the semi-circular 
wall. In the center a mannequin is posed 
against a deep blue-green background, with 
a beach straw hat and a simple blonde 
wood frame as props. Another mannequin is 
posed on a small, round marbleized plat- 
form in the foreground of this spacious 
department. 

Bieler carried out this same theme of sim- 
plicity on main floor ledges set high above 
the wall cases. A Mondrian-like frame of 
light and dark wood gives a sharp contrast. 
A gold metallic sun, and the inevitable 
straw hat, are the only other props sup- 
porting the display of an adult and a toddler 
mannequin in beach clothing. 

The Broadway in Los Angeles recently 
celebrated its fifty-fifth anniversary and in- 
stalled a number of simple, effective ledge 
units in observance of the event. The anni- 
versary was built around an “old-fashioned 
savings” theme. The big, square-serif letter- 
ing which was used in the store’s adver- 
tising for the event was also used in cards 
set atop the ledges. These square-serif 
letters are particularly suitable for occa- 
sions such as anniversary sales where an 
attempt is made to capture an exciting 
carnival atmosphere. 

On the ledge display Ralph Tunison 
planted a sign in a large box of greenery 
and placed a mannequin in a flaming red 
duster of bygone times on the white wire- 
work platform below. The result was a 
highly visual, very eye-catching ledge unit. 
This display is not illustrated. 


Joe And Richard Adler 


Leave For Europe 

Joseph I. and Richard Adler, Adler-Jones 
Company, Chicago, left immediately after 
Display Market Week for a flying trip to 
Europe in quest of new materials for display 
fabrication. Their itinerary will take them 
through France, Germany, Finland, Sweden, 
Norway and Denmark. 


Eastern Names Curtis 
To Head Display 

Following the resignation of Holly Peake, 
Wayne Curtis has been appointed display 
manager for the Eastern Department Store, 
Portland, Ore. He had previously been 
a free-lance in various cities. 
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an imaginative NEW LINE of 
PAPIER MACHE FORMS 


+ + % + H + HH H HH FH 


at LOW, LOW prices 


Ours is an exciting and imaginative new 
line of papier mache forms that comes 
in FOUR different finishes . . . and all 
this at the lowest prices in our history! 


Attention Jobbers! 


Write for prices and catalog photos of 
our complete line. 


CHOICE TERRITORIES still available it 
you inquire now about our profit-making 
jobber's set-up. 


GLAMOUR FORMS CO. 


Manufacturers 
332 BROOME ST., NEW YORK 2, N. Y. 
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Sulit ws 


Nothing like brightly hued artificial floral 
sets and decorative novelties of the season 
to catch the eye of the passerby. 





Our custom-made designs for window and 
store displays have the unmistakable stamp 
of talent and originality. 

Visit our showrooms. Our traveling sales 
staff is available in this area. Outside of 
this territory, we will send on request 
sketches of floral settings for your approval. 


MOAR ST aa ACH 
Medern Display Equipment 


Member NADI 
810 Penn Ave., Pittsburgh 22, Pa. 





Hend-Painted 
Pleque Unit 
ed Perret, 
48°" x 36"* 
$20.00 each. 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 











LIBERAL ALLOWANCE 
For Your Old Mannequins 
Write us for complete details. 
REINERMANN FIXTURE CO. 
343-345 W. 4th St. 





Cincinnati 2, Ohio 
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FLEXIBLE LASS MIRRORS 


Perfect fo ermanent Displa 
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New for 1951 


150 Christmas Display Photos 


from leading department stores 


Ready now ... in time for your Display Market 
buying trip . . . and your Christmas planning. 
These are photos of Christmas displays set by 
outstanding stores in 1950. Stores like Lord & 
Taylor, Macy's, Filene's, A. Harris and many 
others. Here' is the drama of Christmas 1950 
recorded on 5% x 7 photos for your use in plan- 
ning record-breaking and/or breathtaking Christ- 
mas displays in your store in 1951. Each photo is 
described as to colors, materials and other in- 
formation. The collection is attractively packaged 
in a box for your desk. 


The price is minimal: 


RETAIL REPORTING BUREAU 
10! Fifth Avenue, New York 3, N. Y. 
(0 Please send me more information. gee es 
Please enter my order for: [] 75 windows at $10.00 plus postage 
(C) 75 interiors at $15.00 plus postage 
C) Both packages at $25.00 plus postage 








Address——_—— 





City. 














Electric, Ornamental 


WATER FOUNTAINS 


Unusual, Eye-Catching Motion for Your Displays 


mal For 
Windows 


Counters 
Table 
Displays 


one for Cardboard Animation 


anywhere @ Inexpensive back-and-forth motion. 
an @ Simple to use! Just drop into cardboard 
helped different f travel 

@ Factory set for many different arcs of travel. 

Unusual @10 _— —, 7a 10 Bag A — 

i @ Small. Compact. Light Weight. urdy. 

Live Effect @ Dependable synchronous motor. 

is Desired. @ Can be synchronized with one or two or 

more chaser light actions. 


Fill the bow! with water, arrange greens or flowers, Sample unit just $6.75 


connect with any AC electric outlet. Immediately Check with order please. 
water cascades like a real fountain creating a touch x : 
of the outdoors to your indoor displays. Uses same One of many low-priced products for animation 


water over again. made by 


REQUIRES NO PLUMBING—PLUGS INTO ANY GALE DOROTHEA 


Fiow of water adjustable by turning spray head at Elmhurst, Long Island, N. Y. 
top. Ebony Black, Forest Green, Cardinal Red and 











Light Gray Ceramic centerpieces . . . solid copper 
pans polished to a flaming lustre and finished with 
@ baked on clear enamel. Wipes clean with a damp 
cloth . . . no polishing. 


12 inch Turntable with Rotating Electric 
Outlet as shown operates fountain while 
revolving. 


Send for Literocture on our Complete Line 
of Pumps for Display Purposes. 


JOBBERS INQUIRIES INVITED 


Gelber Company 














162 N. Clinton St Chicago 6, lil 
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JEWELRY DISPLAY 
AT KIND'S 


[Continued from page 21] 


it when approaching Kind’s windows. They 
are brightly lighted by clear incandescent 
bulbs, with large reflectors in the ceiling, 
to show the true color of the gemstones 
which are the real stars of the show. 

The display background creations must be 
beautiful in color, material and design so 
as to attract the passerby from a distance 
of not only 3 feet from the sidewalk but 
also from across the street. 

There must be perfect blending in every 
detail of the upright background creations 
and the flat display surfaces because every- 
thing is so relatively close to the viewer's 
eye. 

By the use of lush, colorful fabrics that are 
deftly draped over platforms, a soft flowing 
effect is created. 

All display materials must be the best 
so as to complement the jewelry, yet they 
must not be too flashy else they will take 
interest away from the jewelry. 

That is the trick—to set the stage for 
these tiny’ stars (gems) without having 
the background steal the show but rather 
enhance the beauty of the principals. 

The aim of a display for a store such as 
S. Kind & Sons is to put across the idea 
that a gift from Kind’s is something special 
because they sell only the finest quality 
merchandise. 

At Kind’s, any one item selected for a 
window display ‘which will remain in over- 
night can not be valued at more than $300. 

We make it a rule to use very small 


price cards placed before most items shown, 


thus making the price clear to the shopper 
immediately. 

Diamond items are not priced and are 
removed from the window at night. They 
are replaced by other jewelry, with less 
value, but which has been selected with an 
eye to color harmony and appropriate de- 
sign for the display. For example, scarab 
jewelry which looks best with tailored 
clothes would not be featured, either in the 
daytime or at night, in a display where 
lace was used. Diamonds and watches 
always look well in any display created for 
the gemstones. 

When changing the display, which is done 
at night at Kind’s, all items must be han- 
dled very carefully, not -only because of 
their value but also because a_ spectator 
would have reason to be shocked if the 
piece he or she may have been admiring is 
handled in a careless manner. 

Jewelry is always displayed on silk cov- 
ered forms or on the silk fabrics. Light 
beige bengaline as a covering on the forms 
is best for the immediate background for 
all gemstones, but especially so for those 
which are cut with many facets. It is the 
one neutral color nearest the flesh tone 
and never clashes with the other colors used 
in the display. These forms are checked 
every two weeks for any possible soilage 
and so are continually replaced by newly 
covered ones. This requires about 600 forms 
of all types and sizes, which allows for re- 
serve stock and those which are sent away 
to be recovered. 

In approximately four displays a year, 
black velvet forms are used. They are used 
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only because they enhance the beauty of 
such gems as jade, pearls, amber and titania 
when they are contrastingly combined with 
other color schemes to create a certain ef- 
fect. Planning a display which uses black 
velvet forms also helps create a striking 
change in the presentation of particular 
gems. 

I dare say that I know of no other type 
of display windows which present problems 
such as jewelry windows which are entered 
many times a day by the salespeople. 

There are very few items shown, especially 
in jewelry, which are in duplicate stock and 
if there were the customer still usually 
wants to see “the one in the window.” Dis- 
plays must be checked several times a day 
to be sure everything is all right. 

One of the biggest problems is to create 
display backgrounds which do not interfere 
with the salespeople having ready access to 
the merchandise. The display units must be 
arranged for their convenience and so the 
merchandise is never hung on or pinned to 
any part of the display backgrounds. 

When putting in a display one can not 
step into these small windows to do any 
arranging as in large windows, so every- 
thing must be worked on from the back. 
I have solved this problem by working out 
the display units to the greatest possible 
perfection in a dummy window in my de- 
partment workroom. This dummy window 
is 6 feet long or one-third the length of the 
main 18-foot window. It is complete with 
lights, and all other measurements are exact. 
I can give variety to the type of display in 
the main window by dividing it into two or 
three separate sections by the use of cur- 
tains or I can make a full 18-foot display, 
which I like most to design. 

My work shop (about 15 feet by 40 feet) 
is well arranged with metal shelves for 
boxes, built-in cabinets for storing rolled 
fabrics, and large closets for hanging vel- 
vets, etc. There is other storage space in 
the building for large cartons, containing 
the units or props. 

Buying only the finest fabrics is really 
an investment because they can be cleaned 
and used severai times before being dis- 
carded. Fine flowers of silk and velvet 
do not discolor readily and so they can be 
stored for future use, also. 

Every display is planned several months 
in advance because most of the creations, 
which are always in miniature, require 
many hours of hand work before they are 
completed. The many inquiries from the 
public about the display units make it well 
worth the effort put into the designing and 
arranging of each tiny detail. I have had 
requests from individuals, organizations of 
every imaginable kind, and even television 
studios for the loan of some of the back- 
ground units. 

When signs are used in Kind’s windows 
they are made to order, giving a touch of 
distinction which also makes the display 
different from those seen in the average 
jeweler’s window. 

Since jewelry is so precious and enduring 
it should be presented in a manner that 
becomes its beauty and worth. The most 
inexpensive silver brooch or the most ex- 
pensive diamond brooch will be worn on 
some kind of cloth and so to display it on 
anything less harmonizing than beautiful 
fabrics seems like treason. 
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THE “SIGNPRESS” 2257.2 

POSTER MACHINE 

FEATURING: SPEED . . . SIMPLICITY . . . LOW OPERATING COST 
... LONG LIFE 


Used for over seventeen years by leading national chains. Many have from 50 to 500 or more in use. 
MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 








DISPLAY EQUIPMENT CO. 


BOX S$-144 ADRIAN, MICH. 








Nationally known values in quality 
Santa Suits. Choose from: 


Suits, complete with red plush santa cap with 
white plush trim and tipped with white pom 
pom; red plush coat with white plush trim 
and white plush belt with buckle; also shiny 


black leather-like leggings, 

trimmed with white plush. $ 50 

Entire suit sateen lined. ad 
Flannel Santa 


Made in large size only. 
Complete 


Corduroy Santa 
Suits, Plush Trim. Suits, Plush Trim. 


$32.75 $10.50 


All Suits priced complete except for hair-wig 
and beard set. 
White Wool Hair-Wig and Beard Set....$ 3.75 
Yak Beard and Wig Set............... . $29.50 
> 100% Nylon Beard and Wig Set... $24.75 
4 


Member NADI 


2. CO EW Slay a. 


810 PENN AVE.. PITTSBURGH 22. PA. 
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DISPLAY PAPER 


24 FADE-PROOF COLORS 
TWO WIDTHS 
107" and 92" 


Distributed exclusively by 
Display Jobbers 


Sample Swatches and Price List 
on request. 
Complete stocks in New York, 
Chicago, San Francisco 
Butler Houses. 


Address all inquiries to 


BUTLER PAPER NEW YORK 
CORPORATION 
247 Park Ave. Tei Plaza 3-7860 
New York City 17 
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Build-up fixtures too. 


MODEL 
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LIGHTED 
MOTION 


Two-way electric outle permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


MODEL "A" 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales. 


See your local jobber, or write us for complete 
cotelog of ROTO-PRODUCTS! 


GENERAL DIE & STAMPING COMPANY 
Integrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y. 
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Speakers Stress Results 
At VMG Sessions 


T the mid-year conference of the 
A Visual Merchandising Group, the 

Sales Promotion and the Merchandis- 
ing Divisions of the National Retail Dry 
Goods Association at the Hotel Statler, New 
York City, last month the board of directors 
of the VMG reelected the following officers 
for the year ahead: 

Chairman, Harold K. 
Hecht Company, Washington; chairman of 
the executive committee, W. Arthur Gray, 
Lansburgh & Brother, Washington; first 
vice-chairman, Louis A. Banks, Sears, Roe- 
buck & Co., Chicago; second vice-chairman, 
John N. Boulware, Miller & Rhoads, Inc., 
Richmond; secretary, Reed Schlademan, 
The Fair, Chicago, and treasurer, Adrian 
Delsman, Famous-Barr Company, St. Louis. 

Announcement was also made of the re- 
election of the following directors to serve 
three-year terms; Joseph Apolinsky, Love- 
man, Joseph & Loeb, Birmingham; James 
Gosliig, R. H. White’s, Boston; Dudley B. 
Pope, Davison-Paxon Company, Atlanta, 
and E. Lawrence Vollmer, Joseph Horne 
Company, Pittsburgh. 

Newly elected directors are: 
Luke, J. L. Hudson Company, Detroit; 
Frank L. Pallotta, Rich’s, Inc., Atlanta; 
Paul C. Smith, J. W. Robinson Company, 
Los Angeles, and Frederick N. Yost, John 
Wanamaker, Philadelphia. 

Appointed to fill vacancies on the board 
were T. M. Solomon, A. Harris & Co., 
Dallas, two years; Joe Sjursen, Frederick 
& Nelson, Seattle, one year, and Leonard 
M. Pons, D. H. Holmes. Company, New 
Orleans, one year. 

Two of the addresses given at the VMG 
session are condensed in the following. First 
is a talk by W. Arthur Gray: 

In planning this session, we carefully and, 
I believe, intelligently reviewed our past 
performances, our aims, ambitions, our jobs, 
what we are trying to accomplish and how. 
In some of the past sessions we generalized 
a little too much. We were not specific. 
We lost some of our subjects. We talked a 
little about “blue skies” when we should 
have been discussing our main job—that of 
selling more goods to more people, faster. 

In this session today, we promise to stick 
to our last, and the talent here with me 
know their business. Money talks—and 
cold hard cash says, “Display deserves top 
management’s top attention to give this one 
of the best volume producing divisions in a 
store every chance to bring in even more 
volume and profit than it is now doing.” 

Last week at the Controller’s Congress in 
St. Louis, a controller when asked the ques- 
tion, “Why is display included in a publicity 
budget?” said: “I guess because it is one 
of those necessary evils, like advertising 
itself. I think much of it is overdone and 
that people don’t remember those beautiful 
backgrounds for merchandise that you see 
in some stores as well as whether an article 
they bought there wears well or not. Al- 
though a store should be attractive, simplici- 


Melnicove, The 


Oscar A. 


ty should be the keynote, I believe. In some 
cases, display defeats its purpose. It has 
customers looking up (at it) instead of down 
(at merchandise). I wonder how permanent 
an impression it leaves on customers after 
they are out of the store.” 

This gentleman looks at backgrounds and 
wonders what effect or impression they 
make on customers. Certainly no New 
Yorker will ever forget those Lord & Tay- 
lor bells or the ever-impressive toy window 
that Macy’s packs 34th .street with each 
December. Please, Mr. Controller, don’t 
stop with a background but close your eyes 
for a minute and picture a store without 
windows, without impulse-buying counters 
and table displays, without good selling 
signs and, Mr. Controller, please think a 
long time about those self-selecting units 
that do a great job in keeping the selling 
costs down and replace that sales girl who 
is now once more, “Rosie the Riveter’. I 
agree. Mr. Controller, with your remarks 
about simplicity. We should simplify dis- 
play and say the right thing and say it with 
a simple picture and few words. 

We as division heads certainly know that 
high expenses can’t help but result in low 
profits. 

1. Well run display operations prove that 
expenses can be reduced if display man- 
agers make up their minds that expenses 
must be reduced and make everyone on 
their staffs believe that expenses can be re- 
duced : 

2. If display managers insist on getting 
a full dollar’s worth from every expense 
item through better and fuller use of the 
things they buy. 

3. If management clearly sees that better 
selling through more efficient store layouts 
and fixtures means lower expense. 

4. If management knows and believes that 
the best way to reduce expenses is to in- 
crease volume and therefore never try to 
save money that can produce profitable 
volume. 

Then follows the address of Earl W. 
Dorfman, merchandise presentation director, 
The Hecht Company, Washington: 

You will recall that when Mr. Nobel 
discovered dynamite he did so in some 
respect accidently. He had been experi- 
menting with a very powerful ingredient 
known as nitro-glycerine, and his problem 
was to find out how to control this tremen- 
dously dangerous substance and make it go 
to work for him. It was only through acci- 
dent he discovered that when nitro- glycerine 

was combined with the powdered clay in 
which it was packed did it become a tre- 
mendous, but controllable, explosive. He 
had discovered dynamite by combining two 
factors, and I think that in our own field 
we at the Hecht Company have discovered 
dynamite in the form of powerful interior 
promotions which are well planned and 
executed. 

Our display department through past ex- 
periences which I will talk about later, feels 
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quite confident that we can control only 
one part of this powerful combination. The 
other part, the undiscovered element, the 
clay, the best selling item, can be found 
only by you, the merchants in this audience. 
Once you produce the other half of this 
working combination and we mix it together 
with good promotional science we can have 
a tremendous explosive .promotion which 
leads to greater profits and recognition. 

What is it, then, that I am asking you 
to look for? Let me refer for a moment 
to a quotation made some years ago by Mr. 
Charles B. Dulcan, Sr., vice-president and 
general manager of The Hecht Company. 
He said: “Give me one good item and I will 
show you an increase in your department.” 
Well, 20 years later this formula is still 
working at the Hecht Company, and it be- 
comes increasingly important in these days 
of strong competition. It is the buyer who 
discovers the one extra good item who will 
be out front with an increase in his or her 
department. 

Some eight months ago we formulated a 
five-man interior item promotion committee 
composed of three top display people, the 
store selling supervisor and the head of our 
signing and space utilization division. It 
became the purpose of this committee to 
work with the merchandise managers and 
the buyers in order to dig out and develop 
items for extra display impact. Actually } 
like to believe that all of the displays we 
produce at the Hecht Company are selling 
displays, because I strongly feel that in 
today’s competitive market any store dis- 
play division can and must become an im- 
portant selling factor in order to carry its 
own weight. Of course, beautification of 
the store through seasonal decorative 
changes of store-wide displays is still an 
important function of any display depart- 
ment, but that function, in the light of 
present day business standards, must be 
minimized. 

Our committee was set up not only to 
dramatize the items that were finally se- 
lected for promotion, but to follow through 
with a complete bookkeeping setup in order 
to check sales figures before and after the 
promotions were completed. We have got- 
ten together some rather interesting results 
during the past eight months; many of them 
have been most gratifying and of course 
there are some that I would much prefer 
not to talk about. However, the important 
point that I want to get across at this time 
is that display can control only one part of 
this two-part combination. It is up to the 
merchants in this audience and all over the 
country to discover the other part, the im- 
portant part of this explosive formula, the 
part that may be hidden in your stock right 
now, undiscovered, undeveloped, or perhaps 
discovered but not developed enough to 
bring its worthwhile sales potential to light. 

I am not going to talk about, or endeavor 
to show how to build, a best selling display. 
The basic elements of selling displays are 
common knowledge among selling minded 
display directors, and they are limited only 
by their own imagination and the manner 
in which they bring forth these elements 
and the information in which the customer 
is interested. Furthermore the NRDGA 
Display Manual is chock-full of methods 
and procedures used by well known men 
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4 NOEL 4 MANUFACTURING CO., INC. 
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Santa Claus WIG & BEARD sets 
made of 100% DuPont NYLON 


FLAMEPROOF — WASHABLE — COMBABLE 
These superbly styled, pure white, non- 
fading wig and beard sets of 100% Nylon 
Hair are constructed to give them the 
most natural appearance possible. They 
are soft, non-inflammable, and can be 
washed and recombed. The beard is ap- 
proximately 15 inches in waved length. 

$25.00 F.0.B. N. Y. 
We also manufacture display Manikin 
Wigs out of Nylon and other materials. 


MEYER JACOBY CORPORATION 


34 W. 20th St. New York II 














CHRISTMAS 
HAMBERGER’S 


Be sure to visit the Hamberger 
showroom in New York City 
when you do your Christmas dis- 
play buying. 


In our large showrooms you will 
find decorations for your Christ- 
mas windows, including display 
units, novelties and artificial 
flowers to make your displays 
outstanding. 


We are always happy to see our 
many friends and to help them 
with their display problems. 
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in the display profession. Much can be 
gained from reading it. 

I should like for a moment to tell you a 
little bit about some of the facts and figures 
that we have developed through best selling 
item display promotion. In our boys’ de- 
partment our buyer had faith in a jacket 
and jeans combination set which retailed at 
$2.98 each. In September and October 472 
pieces were sold in seven weeks for an aver- 
age of 67 pieces per week. This you must 
remember was without extra powerful display 
promotion. If this merchandise continued 
selling at this rate for approximately 25 
weeks and we add twice the amount for a 
4 week pre-Christmas selling, the total sold 
would have been approximately 1,943 pieces. 
However, with powerful promotion we were 
able for the 25 weeks during October 16th 


lto May 26th actually to sell 5,427 pieces for 


an increase of approximately 188 per cent. 
The buyer naturaily shared our enthusiasm 
for item promotion and is now constantly 
trying to dig up more information for us 
because she knows that she has to find her 
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half of our explosive combination in order 
to make it work. 

In our linen department, in a two-week 
tryout period we sold 600 place mats at 69 
cents each. If sold at this rate for a 33- 
week period, the total would be 9,900 
pieces or $6,831 at retail. However, after 
the buyer consulted with our committee an 
extra promotional effort was completed; 
during the 33-week period we actually sold 
20,344 pieces or $14,037 for an increase of 
105 per cent over planned retail figures. 

In our daytime dress department a certain 
dress that had a worth while potential dur- 
ing the first 22 weeks of 1950, sold 751 pieces 
for an average of 34 pieces per week. After 
being heavily promoted for only a 19-week 
period in 1951, a total of 2,060 pieces were 
sold for an increase of 174 per cent over 
the last year’s figures. 

I could go on like this for an hour; 
however, I think the point is clear: If 
enough study is made in the selection of the 
items to be promoted and consideration is 
taken at the outset to insure a fair mark-up, 
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Elastic Petal Top Wigs 


(Trade Mark) 

Designed with rubber or buckram foundation 
and adjustable steel band to insure permanent 6 é ; 
fit. Guaranteed workmanship, backed by years ’ eS . op Ts FA 
of experience. cient service. Sold only om ; P 
through jobbers. 

Jobbers: Several good territories 

still open. Write for details. 
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EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty. 

Tremendous Varieties in Stock 
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Importers — Mfgs. — Exporters 

_ 36th ST. NEW YORK 18, N. Y. 


Me) 

STROLLING IN THE 

WITH AIS DOG , LISTENING 
TO RADIO, AND WATCHING 
Tv. 








‘* pen 
DISPLAY 





'SENBECK 


Arms & DOoePxe , CINCINNATI, OHIO 


USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD ee 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch— CASH WITH ORDER 























JULY, 1951 DISPLAY WORLD 


adequate stock and quick re-order, a good 
item can become a better item, and a better 
item can become a best seller through dis- 
play promotion. 

One of the foremost obstacles that a com- 
mittee of this type has to face is a certain 
amount of disinterest on the part of the 
buyer. Now we can all appreciate this dis- 
interest up to a certain point, for our buyer 
is a busy person with a thousand and one 
details to attend to. However, once a store- 
wide sampling can be accomplished and FLASHING STAR-LITES 


The Cats: Made Known, vou will Sed that | DECORATIVE WINDOW AND INTERIOR LIGHTING G DISPLAY 
the dynamite treatment will become your Send for our illustrated literature and list of our distributors. 
best advertisers for the display division. JOBBERS INQUIRIES INVITED 


Harold Martins Writes ART MODE MFG. Cco., INC. BROOKLYN 11, PLY. 


From Paris 





A letter from Harold Martins, who re- NR a I ee 
cently joined Ricci Laboratories as execu- Looking for New DISPLAY IDEAS? 
tive general manager, tells of Paris during 
her 2,000th birthday celebration: 

“I have been in Rome most of the spring, a 
but came to Paris about two weeks ago to ’ SHERMAN’S NEW Giant 10 ft. Repeats 
stay for a month for her big birthday cele- 7 f °51-"52 WINTER Die-Cut & Four Color Valances 
bration, and all I can say is she really has ? : DISPLAY GUIDE 72” Sno-Trees NU-CURVE 
her party dress on. In other words, Paris . 1S PACKED WITH Four Color Pano-Murals 


is on display and what a pity that the . 
American col osal can’t be here to ab- ; P ) NEW FEATURES! More Designs 
sorb some of the freshness and originality. | o— More Colors 
Gene Moore, of Bonwit’s, and John Foley, , , More ideas 
of Macy’s, were here earlier but missed 
most of it since the celebration is now (June 
14) at its peak, with display rivalry evident 
in every shop, little or big. 

“The rue St. Honore, with its perfume 
and fabric shops, is a veritable kaleidoscope 
of fantasy, and the Place Vendome with its 
fabulous jewelry shops takes your breath 
away with the marvelous beauty of its shop Unique PLASTIC PLANTS 
windows. Hundreds of Parisians crowd the 
streets all day and night for a glimpse of These beautiful plastic plants are constructed of a 
the artistry before them. I truly have never unique material that is fire-proof impervious to 
seen such wonderful things. acids, — greases, and -yrny by tem- 
“Aside from the shop and store windows, perature choage, THE PLANTS ARE WASHABLE 

gape : AND DURABLE and can be cleaned and stored 
where else could you sit in the bright June for reuse. The plants may be used for both win- 
sunlight and sip a cool drink while a pano- dow and interior display, both individually or in 
rama of display is presented to you? To- ; complete settings. 
day, while at the Cafe de la Paix, an Shown is the Bunchberry Bush, one of the more 
ordinary truck went by, broken down, than 60 plants and flowers comprising the com- 
dilapidated, with a beat-up old spare tire plete line which includes a variety for every 
on top of the driver’s cab — but the driver season. Photographs and complete prices are 


was singing, and the spare tire was filled available on request. 
with bright red roses. There is color and | JOSSER AND DISTRIBUTOR INQUIRIGS INVITED 


laughter everywhere. The fountains in the 15 EAST 2ND STREET 
Place de Concord are such an awe-inspiring | Plastic Reproductions CINCINNATI 2, OHIO 
sight that surely someone should adapt 
them as has a jeweler—diamonds fashioned 


on platinum sprays against a black velvet 
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owns and directs the largest display studio 

in France, and she is his top designer. They 

are now preparing displays for the big MAnneg ain WIGS! REPAIRS! 

festival to be held in the Tuileries gardens : and novelty 

next week. bedi Drees Aika bei 

“T sail on the Queen Mary July 7 and will Try us @ 

ee Melt Wek fat ppocinge tigger pp ESTELLE BOBICK 151 WEST 18th STREET, NEW YORK Ii, N. Y. 
z : : : 964 21ST STREET S [140] tomer VE 

cocktails at Noel Coward's, with Joan : : ey pehdvds neil PLEASE MENTION DISPLAY WORLD e 

Fontaine and Marlene Dietrich.” H WHEN WRITING ADVERTISERS e 











NEWTON UPPER FALLS 64, MASS. 
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_ Boys and Girls 


Hew 


FOR “BACK-TO-SCHOOL” 
PROMOTIONS 


Action styled individualized children 
designed to sell MORE clothes . . . 


Five manly boys ages 4, 6, 8, 10, and 12 years. 


Five vivacious girls of the same ages. 


Call or write today 
for information and prices 
on the new 


Korrect -Way Children’s Manikins 





KEHOE DISPLAY FIXTURE CO. 


541 MARKET STREET 


SAN FRANCISCO, CALIFORNIA 


MR. WM. E. KEHOE, exclusive Korrect-Way distributor 

















UNLIMITED 


POSSIBIL- 
ITIES 


with our 


REVOLVING 

4-Tiered 
> >, Round Shelf 
nN _ Assembly 


Just Look at These Features! 

@Has adjustable pole that fits from 
floor to height of the average window 
ceiling. Special cap permits pole to 
revolve freely. 

@ 4 Round Shelf Wood Discs. One each 
12", 24", 36", 48" in diameter. 

©9 Assorted wire supporting brackets 
for round wood shelves. 

@ Electric Turn table — 250 Ib. capacity 


Total height to top shelf, 6'. Bottom shelf 6" 
from floor. All shelves 18" apart. Comes 
complete with all the above. Easily assembied. 


$177.50 complete 


a Harry c Coke ah 


5219 Centre Avenue Pittsburgh 32, Pa. 








A NEW 


MARBALIA 


BOOK IS NOW READY! 


lt contains samples of twe 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 

e@ TORTOISE SHELL 

e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 





AY © 
week Ss 
Laverne ALG imal, 
——_ \} 
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June Award 
To Pope 


OR the month of June the gold medal 
awarded in DISPLAY WORLD'’s In- 
ternational Display Contest has been 
presented to Dudley Pope, display director 
for Davison’s, Atlanta. Such an award 
is made each month for the display selected 
as the best entry during that period of time. 

Lack of space prevents showing the win- 
ner for June in this issue, but it will be 
published in the number for August. The 
display was a very clean-cut presentation 
of summer furniture for “Open Air Living”. 
It was selected from 412 entries received 
during the month. The total number of 
entries for the first six months of the con- 
test is 1,552, indicating that more than 
3,000 will be received by the time the con- 
test closes on December 15, 1951, Last year 
the contest ended with 2,567 entries re- 
ceived during the year. 

Elsewhere in this issue is a page giving 
the contest rules and explaining in detail 
the awards to be made. As mentioned above, 
the event runs throughout 1951 and includes 
98 different merchandise and service classi- 
fications. Entries may be made in any of 
them by means of unmounted black and 
white photographs, preferably 8 by 10 inches 
in size. There is no limit to the number of 
photographs any individual may submit, and 
the contest is open to any displayman any- 
where in the world. It is not necessary to 
be a subscriber to DISPLAY WORLD in 
order to enter. 

At the conclusion of the contest each 
classification’s entries will be judged by 
three well known personalities from the 
display field. The winner in each group 
will receive a gold medal and three points; 
runner-up will be awarded a silver medal 
and two points, and third place will carry 
with it a bronze medal and one point. 

The person compiling the greatest num- 
ber of points will win the grand prize, 
consisting of a beautiful gold plaque suit- 
ably inscribed. A silver plaque will go to 
the person in second place, and one of 
bronze to the individual placing third. 

Thus far in 1951 the following have won 
gold medals for the best displays submitted 
during a given month. Such awards do not 
carry with them any points to be considered 
during the final judging: 

January, Clement Bradley, Carson Pirie 
Scott & Co., Chicago; February, E. L. 
Vollmer, Joseph Horne Company, Pitts- 
burgh; March, Russell Kehrt, Jenny’s, Cin- 
cinnati; April, Harold McLaren, The Bon 
Marche, Seattle; May, George M. Allen, 
Castner-Knott Company, Nashville, and 
Dudley Pope for June. 





PRICE CARD HOLDERS 
Cash Alarm Tills, Cone Twine 
Holders, Snap-In Tag Need- 
les, Window Trimmer’s Tool. 





Write for Illustrated Price List 


Rudolf Orthwine Corp. 
418 W. 33rd St., New York 1 
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Revolutionary New Method 
Of Producing Light 


A new and revolutionary method of pro- 
ducing light — entirely different from either 
incandescent or fiuorescent light — employ- 
ing thin flat sheets of glowing glass instead 
of bulbs or tubes, was demonstrated publicly 
for the first time on June 12. It operates 
at extremely low cost on conventional house- 
hold AC, and its inventors claim that it will 
have an expected life of one to five years. 

Sheets of this glowing material can be 
made in almost any size to provide luminous 
ceilings, walls, tables, clock faces, stair 
risers, switch-plates, and signs, declared 
Dr. E. F. Lowry, of Sylvania Electric Prod- 
ucts, Inc., head of the development group 
which perfected the new lighting principle. 
This “area” light source, said to be the 
goal of lighting engineers and architects for 
generations, is a luminous kind of condenser 
which Sylvania calls “Panelite”. The tech- 
nical term for this new lighting develop- 
ment is electro-luminescence. 

Dr. Lowry revealed that the new type of 
lamp consists of a special sheet of con- 
ductive glass, on which is placed a “phos- 
phor-dielectric” coating, and a layer of 
vaporized aluminum. These two coatings 
add less than a hundredth of an inch to the 
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TIME 
pot 


TWO time-savers for Display and Sign Men 
are the Hansen BLUE-LINE Tacker and the 
Hansen Vest-Kit. Combined, they improve and 
speed up display and sign tacking. 

The Blue-Line Tacker—the latest design — 
is a well-balanced, easy-to-grip unit, with the 
added feature of an easily removable Take-up 
Jaw. This feature improves Tacker perform- 
ance. Provides easier inspection. 


Hansen VEST-KIT fits the vest pocket and 
provides a ready, convenient supply of staples. 
Used in combination with the Hansen Tacker, 


glass itself, thereby achieving almost the Mp if y/ : d it saves time, steps and staples. INVESTIGATE! 
ultimate in thinness. Wires are connected Aa | \ a Request Booklet T-40 

to the edges of the sheet to pick up current y 
directly from 110-voit, 60-cycle house cur- ‘ } 
rent. Under this condition, the brightness SP ak 

of the sheets is said to be eile! com- 2m - | HANSEN | A. L. HANSEN MFG. co. 
parable with bright moonlight on a white es 041 RAVENSWOOD AvE CHICAGO 40 ILL 
object. 

For greater brightness a small inex- 
pensive transformer is introduced in the 
circuit to bring the voltage up to 400-500 
volts, Sylvania engineers explained. This 
transformer would be no larger than a cig- 
arette package for a panel a foot or two 
square. The transformer multiplies the 
light output by 20. It is said to be ample 
for low level illumination of restaurants, 
elevators, theatre aisles, and many other 
decorative and architectural applications. 

So economical is the current consumption 
of the new lighting method that many of the 
applications not requiring a transformer can 
be permanently connected to house or build- 
ing wiring to run 24 hours a day. Most 
uses of this sort would be rated at about 
1/25th of a watt, costing not over 2 or 3 
cents per year to operate continuously. 

The panels will be made in a variety of 
colors, including white, a golden yellow, and 
a light blue. As of now, a brilliant green - rer 
color is the only one commercially available. ; . ae FOR THE BEST IN 


fi tt SOT RATER a tee ART POSTER BOARD 
John Nugent Resigns ma 1G bs DISPLAY BLANKS 
le ‘ be ¥e 
ee clk announced as the resig te aS e : V-NEER FINISH BOARD 
nation date of John Nugent as display di- as i BUY CRESCENT! 
rector for Hallibuton’s, Oklahoma City. His - a * 


future plans and successor have not been 
made known. 
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Los Angeles Firm 
In Larger Quarters 


Acme Display Fixture Company, Lov | VR COE mtr BG 


Angeles, moved into new and larger quarters : : i i: 
on Suly 1. The present location is 116 East Se ee ee Oe, ee - Oe CHICAGO 6 ILLINOIS 
Ninth street. 











74 


DISPLAY WORLD 


JULY, 1951 


Opportunity Exchange 








FOR SALE 
Oldest window display service 
in Tucson, Ariz. In our 13th 
year handling National Ac- 
Drugs, 


counts. liquors, etc. 


Also local work. 


Ruhl Display Service 


2745 N. ist Ave., Tucson, Ariz. 








LINES WANTED 


Salesman with 20 years’ ex- 
perience in display desires 
complete lines of Flowers, 
Fabrics, Papers, Novelties, 
etc., as salesman or represen- 
tative in Southeast. Well- 
known with many good con- 
tacts. 


Address Box 704 


Care of DISPLAY WORLD 


FOR SALE 
“The Night Before Christmas” Mechanized 
Display Window 


Made by Craftmasters in California and used for only one season. This 
unit is a Christmas living-room scene depicting the decorating of the tree, 
the children of the house peeking in on Santa, and the wrapping of pack- 
ages in preparation for Christmas Day. Peasant motifs are carried through- 
out the props—on the fireplace, door, ladder, grandfather clock and pictures 
on the wall. This unit includes: 


2 figures peeking through the door—all mechanized, 1 boy, 
1 girl, and 1 smaller child. 

1 Santi in traditional dress—mechanized. 

4 Santa helpers, one juggling ladder, one on top of mech- 
anized ladder apparently losing her balance, one plac- 
ing ornament on the Christmas tree and another tieing 
bows on packages—all mechanized. 

1 Cat sitting on gift box wagging his tail—mechanized. 

1 Clock unit with swinging pendulum—mechanized. 

6 pictures executed in bright felt. 

1 fireplace gaily decorated in felt. 

2 Christmas wreaths. 

1 Holly Christmas tree completely decorated with lights 
and ornaments. 

1 Mechanized ladder. 

1 Reindeer head seen through window—mechanized. 
~\-pkotograph will be sent upon request. 


Original cost of window . . . $5,000.00 
Will sell for half price. 
JOHN SHILLITO CO. 


7TH AND RACE ST CINCINNATI 2, OHIO 
RALPH M. SOLLAHON, Display Director 


CLOSING OUT 


Brand New 
Aluminum Turntables 
For lighted motion—16”— 

00 value, $20.00 ea. 


Standard Model—24”— 
$35.00 value, $20.00 ea. 


Both units tested for 150 Ib. 
capacity. 


Address Box 709 
Care of DISPLAY WORLD 








WANTED 
Experienced Display Man 
For new, progressive Colorado 
Springs department store. Apply 
in writing giving all particulars to 
Address BOX 703 
Care of DISPLAY WORLD 

















FOR SALE 


Six (6) shadow-box real life 
figures, telling the story of 
Dickens’ Christmas Carol. 
Originally cost $1,350, will sell 
for $500. Photographs on re- 

quest. 


Address Box 701 


Care of DISPLAY WORLD 








SALESMEN 


Well mannequin wig 
and accessory manufacturer 
wants salesmen for South, 
West .Coast and Midwest. 


known 


20 per cent commission. Ex- 
cellent money maker. No ob- 
jection to non-conflicting lines. 


Address Box 6BA 


Care of DISPLAY WORLD 


FOR SALE 
TWO MECHANICAL XMAS WINDOWS 


Group One Contains: 
1. Cow Jumping Over Moon (Cow moves around moon)—$100. 
2. Cat and Fiddle (Cat plays fiddle and moves head back 
and forth—dish and spoon move)—$100. 
3. Barking Dog (Dog’s head and paws move)—$100. 


Messmore and Damon units—all mechanically perfect, re- 
conditioned, and repainted. Set of three pieces $275. 


Group Two Contains: 

1. Animated Monkeys on Tight Rope (Monkeys move between 
two poles. Circus heads on poles are animated—$75. 

2. Giant, Balancing Clown (Is multi-colored, full round, and 
animated—$175. 

3. Circus Bear and Lion (They are full round, colorful—not 
animated—$50 each. 

Set of four units—$300. Photos on request. 


WYMAN’S, South Bend, Ind. 
Display Dept. 


SALESMEN 


Exclusive line of high-grade 
foliage and flowers. Can be 
carried with other non-com- 
petitive lines. Excellent com- 
mission with added incentive 
to the right parties. Write 
giving territory coverage, etc. 


Address Box 705 
Care of DISPLAY WORLD 








Jobbers Or 
Manufacturers 
Representatives 


Most unusual line of decora- 
tives ever offered to jobbers. 
Write for full information giv- 
ing territory covered. 


Address Box 706 


Care of DISPLAY WORLD 














CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bidg., 3710-12 N. Cicero 
Ave., Chicago 40, Ill. 











WANTED 


14 or More Animated Window Scenes of the 
“Santa Claus Story” or the “Cinderella Story” 


Each scene must be approximately 3 ft. wide, 2 ft. deep, 3 to 4 ft. 
high above approximately 15 in. platform. Each unit must have 
its own mechanism, individual motor, plug-in cord, etc. It must 
be flexible so as to use each unit in a separate window. It must 
be in good condition throughout, mechanically and otherwise 
and must be priced low. 


Address BOX 707 
Care of DISPLAY WORLD 








POSITION WANTED 


Display manager seeks job in 
high class store preferably in 
the Southwest. Have ten yrs. 
display experience, 35 yrs. old, 
married and father of two 
children. Steady habits. Look- 
ing for opportunity to advance 
with store of good caliber. Can 
furnish excellent references. 


Address Box 712 
Care of DISPLAY WORLD 
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WANTED 
WINDOW TRIMMER 


New, modern store in central 

has immediate open- 
ing for a capable window trim- 
mer experienced in retail field. 
Prefer young single man who 
is now assistant in top rate 
department store or head dis- 
playman in small or medium 
size store. Write full details 
in first letter. 


Address BOX 711 
Care of DISPLAY WORLD 


CHRISTMAS UNITS AT 
ONE-FOURTH PRICE 


17—Full-round mache sculptured “presenting” Santas, full size 
(except 2). All poses varied. 

6—Full-round mache sculptured Pixies, full size, and different. 

1—Billboard for Pixie sign painters. 

13—Shadow Boxes with paper sculptured Pixies making prepara- 
tions for Christmas, approximately 5’ x 5’. 8” display shelf. 

1—Giant Open Book with good Boys’ and Cite names. 


Beautifully Executed by Well Known Manufacturer 
If interested write: 


WHITNEY’S, San Diego 1, Calif. 








COMPLETE XMAS LINES 
WANTED 
by one of South’s leading manu- 
facturer representatives. No junk. 
Will give reference and list ac- 
counts. 
Address BOX 702 
Care of DISPLAY WORLD 








SALESMEN 


Entire West-Coast Territory 
open — including bordering 
states. Line with following. 
Present representative being 
recalled to Service. Most 
highly-styled and progressively 
modern novelties on the mar- 
ket today. For department 
stores and better stores only. 


Address Box 708 


Care of DISPLAY WORLD 


In Perfect Condition! 
In Original Shipping Case! 
BLISS DOLL HOUSE 


Has Santa in sleigh with 8 animated reindeer on roof. Shows 
upper bedrooms and 2 first floor rooms with 11 childs’ figures, 
all animated, in Christmas home activities. Overall dimensions 
89” high, 78%” long, 36” deep. Stopped traffic last year! 


A Steal at $275. Photo on request. 


THE BOSTON STORE, Joliet, Ill. 














FOR SALE 
Reinke Silk Screen Machine 
Size 30x44. In use for two months, 
completely automatic. Write 
RONNIE DISPLAY COMPANY 
33-33 54th St. Woodside, N. Y. 








FOR SALE 


Action background for Christ- 
mas. Three moving sections. 
Humpty Dumpty, Rub-a-Dub- 
Dub and Bo Peep. Each with 
own motor. Can be used to- 
gether or separately—extreme- 
ly attractive. Priced low at 
$225 complete. Request photo- 
graph and write to: Mr. Emil 
Newdold, Display Manager, 


RAU STORE 


Chicago Heights, Illinois 


MR. SALESMAN or MR. DISPLAYMAN 


How’s your future? Are you one of the many who have reached 
the saturation point of earnings? 


Want to Become a Successful Display Jobber? 


Here’s an excellent opportunity to start your own company, with 
a complete line of modern, nationally-known display materials, 


“props”, accessories, tools, equipment, etc. 


Save Time and Money — Profit By Our 
Experience. Write for Details Today. 


All inquiries treated strictly confidentially 


J. P. DENTON, Inc. 
America’s largest jobbers’ display line 
TUFTS & LINCOLN STREETS BOSTON 11, MASS. 














WANTED 
Aggressive Salesman 


for Metropolitan New York 
and New England territory. 
Contact us by wire. No ob- 
jection to non-conflicting lines. 


Doerr and Associates 


Portsmouth, Ohio 





SALESMEN 
WANTED 


All territories open for go- 
is seeking a permanent posi- getters with contacts among 
tion with dignified store. dept. chain and specialty 
Thoroughly experienced in all shops to sell our 

phases of department store PLASTIC DISPLAY HAND 
display. Some art school For Gloves, Jewelry, Etc. 
training and advertising. Mar- Unlimited possibilities for 
ried, draft exempt. Excellent large earnings. Liberal com- 
references. missions. 


HANDIFORM PLASTIC 
Address Box 710 
Care of DISPLAY WORLD | | 11 Ww. 42 St, New York, N. Y. 


POSITION WANTED 


Young displayman presently 
employed as display manager, 




















JOBBERS! FOR PROFITABLE, AMAZING, NEW 
FLUORESCENT GLOWING SIGN KIT 
Sensational new plastic kit makes signs that adhere 4 any smooth surface 
now being introduced nationally. And Catching On Fast! 
Write TODAY (on your letterhead) for FREE AMPLE, complete informa- 
oon beet generous discounts and available territories for ALPHA-BETTY 
ign Kits! 


GORDON PLASTIC PRODUCTS CORP., Ossining, N. Y. 








DISPLAY 
woRLD 


y’s Great Monthly 


SERVICE BUREAU 


ang OF BFS 
Avail yourself of our service 
facilities without cost or obliga- 
tion. This service includes an an- 
alysis of any display problem. 





Mats 
osiery & , Shoe Forms 
ee Displays 


al 
Pageants & Exhibits 
Paper Sculpture Displays 
Papier Mache Specialties 
otographic Blowups 
Plaques (Window) 
lastics 





Plywood 

Price Cards—Tickets 
Price Ticket Holders 
oe .. 

Sale Ba: 

Show Card Colors 








ow 
Store Equipment 
Signs—Brass— Bronze 
Signs—Card Holders 
Signs—Electric 
Sign Printing Machines 
C Sleeve Forms 
C Store Fronts 
J Tackers 


OoOooooonooooooooooooooooOoOooAt +. JUUDOUOOOOOOODDDODoDonnoononNoooooO 


Rann 





C) Wigs 

(j Window Lighting 

O Do Fa wish « copy of their 
ca’ e 

() Do you plan to remodel your 


s soon 
© Do you plan to build a store 
soon? 


MAIL TO 
DISPLAY WORLD 
CINCINNATI 1, OHIO 
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MEXICAN FIELD CORN 


Autumn Oak — Ming Trees — fo ee / 
Cedar Poles — Slabs — Cork eae /, Aan / 
— Tan Bark — Grape Vine — 
Hay — Wood Flakes — Chips 
— Kubes 
Latest fall and Xmas colors. Manufac- 
turers — Creators — Always something 
new. Ask your jobber for our KEW 
BEE KUT line or write direct if neces- 
sary. 
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National Sawdust Co., Inc. % 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new FREE 30-page catalog just decorator's touch R GB B x E HR ai 


issued. a raised, three-dimensional Th 


effect re's Always Something New 


Name 5925 Broadway. New York 63, N.Y 








Address 





City & State 








WOOD LETTERS 


FOR ALL PURPOSES 
Big Ten 
AND 
Ivy League 
College Crests 


In Natural Overlay 
Woods 


DisPLaAY CRAFT 


RUSTIC DISPLAYS — POLES 
SLABS — BRANCHES — BARK 
CEDAR ~=ETC. _—iBIRCH 


RUSTIC “PARKCRAFT” 
FURNITURE 


COMPANY, INC. 
Phones: 9-6479 or 9-6103, Williamstown, N. J. 








THERMOSTATIC 
FLASHERS 


3055 RIVER ROAD 
RIVER GROVE, ILLINOIS 


FOIL AND PLAID PAPERS 


26” width — 50 and 100 ft. rolls. Also in Reams 
for immediate delivery. 


R. A. OHLHORST 


434 Broome Street New York City 13 








963 Lake Drive, $.€. 
GRAND RAPIDS 6, MICH. 
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ADVERTISING INDEX 


A F M R 


Florida Leaf & Fern Co. 
s Frostee Sno Co. 


Redikut Letter Co. 
Red Wing Products 
Reinermann Fixture Co. 
Retail Reporting Bureau 
Reyburn Mfg. Co., The 


Madisonia Manikins, Inc. 
Magnani Mannequins 
Malina Co. 


G Manhattan Wood Letter Co. 


Acme Bulletin Co 
Ahrens, Inc., Milton 
Art Mode Mfg. Co. 
Artistic Displays 








Arts & Flowers 


B 


Becker Sign Supply Co. 
Berlin & Co., Irving 
Bobick, Estelle 

Brevel Products Corp 
Bulkley, Dunton & Co., 
Butler Mfg. Co., B. B 
Butler Paper Co. 


Cc 


Chicago Artif. Flower Co. 
Chicago Cardboard Co 

Cohen Co., Art R 4, 61, 65, 
Cohen Display Equip., Harry C 


D 


Darling Mfg. Co., 
Ls A. Back Cover 

Decker Corp., The 47 

Decorative Plant Co 6 

DeWeese Displays, Jack 57 

Display Craft 

Display Equipment Co. 

Doerr and Associates 


Dorothea Mechanisms, Gale 


Garrison-Wagner Co., The 
Gelber Co., Samuel S. 
General Die & Stamping Co. 
General Display Corp. 
Glamour Forms Co. 

Gold-E Mfg. Co. 
Gregory Motors, 
Greneker Corp. 


Inc, 


H 


Hamberger, David 

Hansen Mfg. Co., A. L 
Herzberg-Robbins, Inc. 
Hoover & Sons Co., Joseph 


I 


Isinglass Valance Co. 


J 


Jacoby Corp., Meyer 


K 
Kehoe Display Fixture Co. 
Koester Schoo! 
Korrect Way Products 
L 
Ladon Co. 


Laverne Originals 
Lustra-Cite Industries, 


Marcus Window Display Service 
Mask Products Co. 
Masonite Corp. 
Messmore & Damon, 
Morgan Co., The 
Multi-Fit Wig Co. 


Reynolds Electric Co. 
Reynold’s Printasign Co. 
Rubner, Inc., Gustave 
Rustic Furniture Co., Inc, 


Inc. 


Ss 
N . . : 
Scheuer Creations 
Inside Front 
Sherman Paper Products 
orp. 
Shoe Form Co., Inc. 
Showcard Machine Co. 
Spaeth Co., Walter E. 53 
Stempler & Sons, Inc., Barney. 63 
Stensgaard & Assoc., Inc., 
WwW, L ; 


Nat'l. Ass'n. of Display Cover 
Industries 

National Sawdust Co. 

New York Mfrs. Group 

Noel Mfg. Co. 

Nu-Show Displays 


oO ef = 1 
Sun Shade Co., The 60 
Ohlhorst, R. A. 

Opportunity Exchange ef U 

Orthwine Corp., Rudolph 

Inside Back Cover 
Corp. 6 


Upson Co., The 
U. S. Plywood 
4 


Parallel Mfg. Corp. 5 Ww 
Plastic Reproductions 
Walters, Inc., Ben 
y. H. Window Display 
Q Form Co. 
Williams, Inc., D. ‘G. 


Quensell Displays Wisconsin Studios 














For Recess 
Displays 


For Plateau 
Flutings 


ii 


For Giant 
Flutings 


YP 


For Fixture 
Construction 


Columns 
are Casy 


Make columns of any size— 
Curves of almost any radius— 
with UPSON “Easy-Curve” Board 


UPSON Easy-Curve board opens new 
vistas to your imagination! For here is 
a light—yet exceptionally durable 
fibre board that lends itself to almost any 
shape or structure. It not only offers un- 
limited opportunity for new and original 
designs—you’ll find Upson Easy-Curve 


UPSON 


EASY-CURVE 
BOARD 


board more reasonable in cost than pre- 
formed shapes. Panels come 4 ft. wide x 
8 ft. high, approximately %” thick. One 
coat of oil, tempra or lacquer covers 
beautifully. Other Upson Panels are 
available in %", #4" and approximately 
\4" thicknesses. Mail the coupon! 


wy 
SS: <4 Coe eeeeeeeeeeeeseeseeeeeseeeeeee 


OPSON 
ecm «6 THE UPSON COMPANY 
6197 Upson Point, Lockport, New York 
Send me detailed information on Upson Easy- 
Curve Board. 


NAME 





NAME OF FIRM 





STREET 





city STATE 











Currently on display in our New 


York, Chicago, and Los Angeles showrooms. 


4 


LIMA 


MANNEQUINS 


Exquisite new figures with a flair 
and finesse that breathes high fashion 
... their flattering lines will 
complement your merchandise with 
gratifying sales results. Designed 

to express a mood of individuality 
and quality so essential in fine 
stores. Write for photographs or see 


your Darling Distributor today. 


Daeg Dipl 


L. A. DARLING CO., BRONSON, MICH. 
NEW YORK CHICAGO LOS ANGELES 





